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LATEST 
SURVEY’ 


PLACES 
WIJIZ-TV 


UNNMISTAKABLY 
FIRST! 


and here’s the proof: 


Out of 467 quarter-hour periods surveyed while all 
three stations were on the air... 


WJIZ-TV leads in 197.5 
Station B leads in 139.5 


Station C leads in 130.0 
This October ARB was taken after Westinghouse Broad- 


casting Company’s new Channel 13 had been on the 
air less than two months! 

















For the full story, and availabilities on the star- 
bright programs that are making WJZ-TV your best 
buy for sales in Baltimore, call Joe Dougherty, WJZ-TV 
Sales Manager, MOhawk 4-7600, Baltimore, or the 
man from Blair-TV. 







WESTINGHOUSE BROADCASTING COMPANY, INC. 


ves 


BALTIMORE 


*ARB, October, 1957 Ee] 


Represented by Blair-TV 
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Vomunating Da Moines Tolovision! 


KRNT-TV SCORE 
44 FIRSTS 
in A8i Quarter Ho 


{The Sept. 5-1 ARB) 








Top Ten Multi-Weekly 





does it *KRNT-TV Seven Firsts............... Average Rating 
e *1. Russ Van Dyke News...... 10:00 P.M. 40.6 
*2. Al Couppee Sports ..... 10:20 P.M. 28.4 
f *3. Don Soliday News ....... 12:30 P.M. 14.8 
IOWA 5 eS: ee 4:30 P.M. 12.9 
*5. Paul Rhoades News ...... 6:00 P.M. 12.7 
LARGEST i a 10:00P.M. 11.5 
*7. Garry Moore ........... 8:00 A.M. 11.3 
MARKET! *8. Bill Riley Time .......... 12:00Noon 10.9 
9. News, Weather ...... tie ( 6:15 P.M. 10.6 
ot ae (10:20 P.M. 10.6 
*10. Gordon Gammack .... 6:15 P.M. 9.9 

Top Ten Once-A-Week 


A COWLES OPERATION 





®KRNT-TV Six Firsts...................+- Average Rating 
eo OU” ee 43.7 
*2, What's My Line? ........ 40.7 
3. Goemeee ......<..... 39.0 
4. Wyatt Earp ...... as 35.4 
G. COND ooh. soos yees 33.8 
%. Playhouse 90 ......... zy 33.7 
7. Lawrence Welk .......... ..33.3 
Se Pe er 1 Ue 33.0 
BO Se ee eee ; ..32.6 


Full Power Channel » In lowa eee 31.8 





Television Age is published every other Monday with an additional issue wileiicale weednn published in December by the Television Editorial 
Corp. Editorial Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 1309 Noble St., 
Philadelphia 23, Penna. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions $7; in Canada and Mexico $8 a year; elsewhere 
$12 a year. Volume V No. 8. Second class mailing privileges authorized at Philadelphia. Pa. 











Want something hot? 














Overnight, a century-old French novel became a collector’s item... when it was 
assigned as the first book on New York’s first television course for college credit. 


The New York Times reported : ‘‘Demand Floods Shops. . . bookstores and libraries 
were in a dither yesterday trying to fill the unexpected demand for Stendhal’s 
‘The Red and The Black’. Book salesmen reported sellout.” In the follow-up rush 
of reorders from booksellers, Random House cleared out an additional 4,000 copies 
of the novel in the next three days. 


But here’s the payoff: this mad scramble for a book resulted from a television 
program at 6:30 in the morning! A special Trendex study indicated an audience 
upwards of 74,000 viewers got up before dawn for Dr. Floyd Zulli’s first lecture 
on ‘‘Sunrise Semester,’’ new WCBS-TV education series produced in cooperation with 
NYU. New York’s Daily News aptly summed up the excitement: “Channel 2’s 
Sunrise Semester Goes to Head of Class.”’ 


‘Sunrise Semester’ did much more than establish another noteworthy television 
first. It proved that television, expertly utilized, is an invaluable medium for 
the extension of education to the greatest number of people. And that any time 
is good time when it’s on CBS Television’s key station in New York... 


Channel 2 « CBS Owned «+ Represented by CBS Television Spot Sales WCBS-TV 





We're Almost Everywhere in Active San Diego 


OW 


C2002 CO000°e 









48 of the 50 top shows in San Diego are on KFMB-TV. 


cmitmrntnos KEMREADTY . 


Channel 8 leads 95% of all evening %4-hr’s in San 


, WRATHER-ALVAREZ BROADCASTING, INC. Edward Petry & Co., Inc. 
~ SAN DIEGO 
* Nielsen TV Report, Feb., 1957. % i *s more market 


America 








TO TURN RANDOM 
TUNERS INTO 
willie we VETERAN VIEWERS 


Television Age @ AOVENTURE 


35 DAY: BRIGHT AND SUNNY 
Sunup-to-sundown period continues to 
grow in shows, audience, advertising 








































40 INFORMATION PLEASE? | 
Frank Pellegrin concisely tells what 
agencies want to know about stations 


43 TV SPEEDS SUCCESS 
Hinshaw stores click in Los Angeles area 
by making video primary medium 


44 WHY NO CHINEE TEE VEE 
Lo, the poor Chinaman, gets the real 
slant on his country’s videoless state 


46 SALES BUILDER 
Bay City store owner uses television to 
unload vast odd lots at low prices 





Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 





DEPARTMENTS 
15 Publisher’s Letter 53 Washington Memo 
Report to the readers Tv and Capitol Hill 
19 Letters to the Editor 55 Spot Report | 
The customers always write Digest of national activity | 
23 Tele-scope 64 Network Schedule 
What's ahead behind the scenes The December line-up 
| 27 Business Barometer 67 Wall Street Report | 
\, Measuring the trends The financial picture 
Hurry! Markets are 
, 31 Newsfront 73 In the Picture today! Wire oF 
The way it happened Portraits of people in the news oe RN mend 
ie : 
Television Programs of America, Inc. 
oon Phe 4 te Gamers 488 Madison Ave., N. Y. 22 * PLaza 5-2100 
Roundup ef news The lighter side 
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Midland 


eeeeeeeeoeoeaeeaeeeoe eee eeeeec eee oe eed e2e2e2e0e20200808060800 
{x} ONCE UPON A TIME...but right now... 

KOSA and KOSA-TV 

Odessa-Midland, Texas, takes on the Belling 

spread to sell us in Texad and the States. 





They maintain offices in New York, Chicago, Los 


Angeles, San Francisco, Boston, and of course— 


Dallas 


THE BOLLING COMPANY we. 


STATION REPRESENTATIVES 
247 PARK AVENUE, NEW YORK CITY, N. Y. 
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Happy Times for Time Buyers 
KOSA-TV 


announces the exclusive showing in the Odessa-Midland area of 











MGM TOP-RATED FILM PACKAGE 
720 pictures featuring Clark Gable, 


Spencer Tracy, Katherine Hepburn, Joan 
Crawford, Lana Turner and other great 
stars. 


“Command Matinee” First Run Fea- 
tures Monday through Fridays 3-4:30 
P.M. 


“Command Performance” Sunday 
through Monday 10:20 P.M. 





WARNER BROS. TOP-RATED FEATURES 
750 pictures with such stars as Bette 


Davis, Errol Flynn, Jimmy Cagney — 
over 40 Academy Award Winners. 


“Command Matinee” First Run Fea- 
tures Monday through Fridays 3-4 :30 
P.M. 


“Command Performance” Sunday 
through Monday 10:20 P.M. 





WARNER BROS. TOP-RATED CARTOONS 
including Popeye, Bugs Bunny, Porky Pig, 
Daffy Duck, Sylvester the Cat, Tweety and 
others. 


“Funz-a-Poppin” Monday through 
Friday 4:30-5:45 P.M. 








For availabilities, call The Bolling Company today. 


‘O) channel CECIL TRIGG 
President 
316,000 watts 
ROSS NEWBY 
ODESSA, texas National Sales Manager 
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You Can’t Sell ’Em If You Don’t Reach Em 


and WJAR-TV Reaches More Of ’Em 
in The Providence Market 








SUMMARY DATA* Y 
CALL TELEVISION MONTHLY WEEKLY 
LETTERS HOMES COVERAGE COVERAGE 
WJAR-TV 1,186,410 593,890 539,130 
STATION B 706,140 448,390 430,370 






























*WJAR-TV Area Per 
NCS No. 2, 1956 
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WJAR-TV® \. *------. 


PROVIDENCE o>, npr) 
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CHANNEL 10, PROVIDENCE, R. I. 


wa 


wit Represented by Edward Petry & Company, Inc. 








4 Rhode 
“s. Island 


Connecticut . 


NEW. LONDON 
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Advertisement 


What’s Your Day Like? 


Wouldn’t it be strange if you could look out of your office window and see 





Pietrosante—Notre Dame’s explosive fullback—bursting through a rugged 2nd 
team line for a 40 yard gain? We can. Rockne Memorial Stadium in this sense 
is our Madison Avenue—and the surging hustling football players are akin to the 
hurried people and the turbulent scene enacted daily in the canyons outside your 
office. 


Aside from the difference in the actual cast of characters and the setting of 
your daily business-life drama—our “Play” is the same as yours—(well almost 
while you’re commuting, we’re teaching—we started our Communications Arts 


Course this September!) But the rest of the day? Hectic like yours . . . 
8:30 AM 


Radio—TV Communications—Section | 


9:30 AM Department Head Staff Meeting 

9:45 AM Checked NCAA approval for N. D.—Michigan State Game 

10:00 AM Called Lansing to finalize arrangements for Saturday’s origination. 

10:15 AM Meeting to discuss operation of our ten new telephone answering 
system that gives dialers up-to-the minute weather forecasts and 
a merchandising plug for our clients. 

10:30 AM _ Booked a local “Atoms for Peace” panel show—Dictated TWX to 
NBC notifying them of an OTO preemption. 

10:45 AM _ Engineering Meeting—New Micro-wave system will be installed in 
30 days. 

11:00 AM Straightened out Lunch Dates—Barth and Hamilton invited two 
different clients—at the same place—same table—Decided to go 
separate ways—and different place—Advertisers competitive! 

11:05 AM Client new to TV cancelled 

11:10 AM _ Got him back! 

Whew! 
12 NOON Lunch 
1:30 PM_ Checked Projected Sales for November for WNDU-TV. 
1:45 PM Dan Martin—Radio Sales Manager reports complete sell-out of 
South Bend High School and Notre Dame Basketball Games. 
2:00 PM TV Program—Sales Confab—Two new local—live shows on tap! 


Too many telephone interruptions—Rescheduled meeting for 
tomorrow. 


3:00-5:30 PM* 


*And so it goes—problems-solutions, disappointments-satisfactions—every- 


thing that goes to make up this wonderful business of ours. 
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“Tt will long survive im 


the memory of everyone 
privileged to have seen it!” 


JACK GOULD, THE NEW YORK TIMES 


“Heaven” against “Sodom and Gomorrah” 


TIME MAGAZINE 


"The Green Pastures’ was an unforgettable expertence” 
BEN GROSS, NEW YORK DAILY NEWS 
“a TV achievement of glorious magnitude” 
PAUL MOLLOY, CHICAGO SUN-TIMES 
“first-class in every respect” 
HARRIET VAN HORNE, NEW YORK WORLD-TELECRAM & SUN 
“fresh and endearing ... a triumph all the way around” 
JOHN CROSBY, NEW YORK HERALD -TRIBUNE 
“first-rate from beginning to end” 
JO COPPOLA, NEW YORK POST 
“a high adventure in television viewing” 


ETHEL DACCARDO, CHICAGO DAILY NEWS 


The National Broadcasting Company is proud to have been asso- 
ciated with the Hallmark Hall of Fame in this Milberg production 
which brought millions of Americans a rich theatrical experience. 
In the coming months there will be more Hall of Fame presentations 
of the same distinguished nature. For example,““On Borrowed Time,’ 
and Maurice Evans in “Twelfth Night” and “Dial M for Murder.” 


Such programs that “survive in the memory” will continue to be a 
hallmark of the new season on... 


NBC TELEVISION 








Your year-round entree to the inner offices of key 
figures in television, advertising and business— 


the 1958 Television Age Yearbook. 


Here is the one book bound for a permanent spot 


at the fingertips of the busy executive because the 
1958 Television Age Yearbook lists anything 
and everything there is to know about television 
—bigger and better than ever—carefully indexed 
in handy single-source format. 


The 1958 Television Age Yearbook, currently 
in production, is the perfect setting for getting 
all-year attention from people most important to 
you. Be sure to reserve your space now. 
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Letter from the Publisher 


Network Complexities 


One of the most constructive by-products of the NBC weekend 
Hollywood junket for some 80 tv editors has been to give the news- 
men a firsthand picture of the complexities of network operation. 
It is interesting to note how little most editors know about the 
economics of the television business. While a critic is primarily 
concerned with what is shown on the picture tube, in order to do 
a well-rounded job of informing his readers he should have a 
basic background of the business itself. The public wants to know 
about pay tv, about color, about video tape and other important 
aspects of television. In this regard, the sessions with Robert 
Sarnoff, Robert Kintner, Alan Livingston and Don Durgin have 
been informative and candid. 

The impact that television has had on Hollywood is evident 
throughout the entire motion-picture colony. The actors, writers, 
producers, directors, technicians engaged in tv number in the sev- 
eral thousands. The Screen Actors Guild estimates that 5,000 of 
its 8,000 Hollywood members are in tv. The production lots of 
MGM, Revue, Warners, Republic are active with tv film series 
both for network and syndication. Of the programs now telecast 
on NBC, 64 per cent come out of Hollywood. Of 13 new shows 
now in production, 10 are out of the west coast. Out of 1214 hours 
a week in color, eight are broadcast from Hollywood. 

Hollywood would collapse if it weren’t for television. And yet 
some of the more prominent motion-picture executives look back 
either to the good old days or forward to the “paradise” of pay 
tv when everybody in Hollywood will own an armored truck to 
carry around the money he will make from toll tv. 


The Businessman-Star 


Television has developed a new type of businessman-star. Many 
performers own their program properties. One of the problems 
every star faces with respect to the tax situation is that Internal 
Revenue does not make any allowance for depreciation of star 
worth. Therefore, the residual and re-run rights of a tv series, 
where the income can be spread out over a period of years, is 
an extremely attractive business proposition. 

A permanent topic of conversation is the shift of programs from 
east to west. There is no question about the superior facilities in 
Hollywood, both on the studio lots and at the network production 
centers. There is nothing in the east that comes anywhere near the 
$13-million NBC Burbank plant set on some 48 acres of ground. 
Color shows with problems of moving and storing sets can be done 
for less money on the coast. But for several practical reasons—one 
of which is the fact that agencies and advertisers are concentrated 
in the east—New York will always have a strong complement of 
network originations. 

The inherent danger of concentration of programs in Hollywood 
is a kind of inbreeding of program material which is not reflective 
of the rest of the nation. Motion pictures can get away with unreal- 
istic story material. Not so television. For tv is a mirror of America. 
It is a Geiger counter of the entire country. If it loses touch with 
the public, it will know it all too quickly—to its own dismay. 


Cordially, 


Sy. Vaal 








America’s 10th TV 


MARKET 


$6% billion annual income 
$3% billion retail sales 
917,320 TV sets 





Lancaster Harrisburg 
York Lebanon 
Reading Hanover 
Gettysburg Sunbury 
Chambersburg Carlisle 
Waynesboro Pottsville 
Lewistown Shamokin 
Lewisburg Hazleton 
Mt. Carmel Hagerstown 
Frederick Westminster 


Chauuel § 


LANCASTER, PENNA. 
NBC and CBS 





STEINMAN STATION 
Clair McCollough, Pres. 


Representative: MEEKER 


316,000 WATTS 
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) setting the pace 


Champion Standard Bred pacers inherit characteristics that make them winners, 
| and so do the stations of the WKY Television System. The same leadership 
that made great stations in Oklahoma City has now created equally outstanding 


stations in Montgomery and Tampa-St. Petersburg. 





You set the pace by advertising on WKY Television System stations— 


each decisively dominant in the market it serves. 


THE WKY TELEVISION SYSTEM, INC. 


WTVT WKY and WKY-TV WSFA-TV 
Tampa-St. Petersburg Oklahoma City Montgomery 


Represented by the Katz Agency 


2m 
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YOUNG & RUBICAM,™* 
Advertisin kd 





NEW YORE - CHICAGO - DETROIT - SAN FRANCISCO - LOS ANGELES - HOLLYWOOD - MONTREAL - TORONTO | 


LONDON + MEXICO CITY - FRANKFURT - SAN JUAN + CARACAS 


WwNSN | 
3H1L 
LSIS3& 








Television wasn’t in the picture—back in 1923—when Y&R 
started in business with the basic idea of resisting the usual. 

Today with TV commercials calling for more and more 
ingenuity and imagination, it’s still a good principle to follow 
—if you want your commercials to stand out above the rest, 
and get the increased attention that leads to increased sales. 
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Shaeffer Co-op 

We read your October 7 story, 
“Growing Co-op,” with interest and 
found it most informative. Our agency 
has a completely staffed co-op depart- 
ment — from retail art and copy 
through claim processing. We handle 
the complete co-op programs of three 
of our clients. 

In your listing of the W. A. 
Shaeffer Pen Co. you indicated that 
Shaeffer has no co-op available for tv. 
Actually, we do accept tv on a 50/50 
co-op basis when the availabilities and 
rates meet with our approval and the 
dealer has accrued the necessary co- 
op funds. 

FRED WILLSON 

Vice President, Director 

of Marketing and Merchandising 
Keys, Madden & Jones Adv. 
Chicago 


Educational Tv 

We should appreciate your sending us 
any references to articles which have 
appeared in TELEVISION AGE in past 
issues on the subject of educational 
television. As you know, we keep back 
issues of your magazine for several 
years in our library. These articles are 





WJIM-TV Studios 

wJIM-Tv Flint opened its new 
studios with a fanfare last 
month. 

A 45-minute local spectacular, 
timed to coincide with the 50th 
anniversary of General Motors 
in the “Vehicle City,” was aired 
at the opening of the city’s first 
telecasting studio. 

Floodlights, balloons, music, 
crowds and a traffic jam gave the 
affair a carnival atmosphere. 

Current plans call for 30 live 
shows a week from the new 
studio, according to Harold 
Gross, president of Gross Tele- 
casting Corp. 











to be used in the preparation of re- 

search papers for educators at Texas 

Technological College which has re- 

cently made application for an educa- 
tional television station. 

W. H. Survey 

Vice President 

K-DUB Stations 

Lubbock, Tex. 


Note: The tv ace Public Service issue 
(April 8, 1957) included a special story 
on educational television, a report on 
public service for the year 1956, a run- 
down of typical public service programs 
and an article on the Westinghouse Boston 
conference. Also the June 17 and Sept. 9 
issues included quarterly reports on public 
service and articles on typical new public 
service programs. 


Chart Improvement 
I think your monthly network pro- 
gram chart would be more useful if it 
could be conveniently taken out of the 
magazine. This can’t be done very well 
now because the printed matter on 
either side of the double truck center 
allows no cutting or tearing white 

space margin. 

CuHarLes KELLY 
Operations Manager 
wekt Miami 


Note: A very good suggestion. We are 
consulting with our printer and hope that 
something can be worked out. 


CNP Profile 

. . . the article on CNP .. . is well 
written, comprehensive and it could 
be no more sympathetic to the objec- 
tives and techniques of this company 

if I had edited it myself. 
Rosert D. Levitt 
President 
California National Productions 
New York City 


Nichols, Farmer Form Firm 
Harry J. Nichols, for twenty years 
and owner and executive vice president 
of Mumm, Mullay and Nichols, Inc. 
and J. Edwin Farmer, president of 
Capital Services Associates (public re- 
lations) have joined to form the new 
firm of Farmer, Nichols and Co., with 
offices at 50 West Broad St. Nichols is 
a member of the FCC Network 

Study .... 

J. Epwin Farmer 
Farmer, Nichols and Co. 


Columbus, Ohio 


Agency Stories 


.... 1 think this is a good opportunity 
(Continued on page 22) 





SWEEP 









Gets Middle Georgia! 


One WMAZ sweep that is! 

WMAZ in this case in- 
cludes both WMAZ Radio and 
WMAZ Television! The com- 
bined circulation of WMAZ 
Radio plus WMAZ-TV is 
greater than the entire cir- 
culation of the two local news- 
papers and the other three 
local radio stations. 


BUY BOTH .... WMAZ 
RADIO and WMAZ-TV and 
sweep the Midle Georgia mar- 
ket with your advertising. 
Clean up the sales you require. 


MACON, GA. 
National Rep. 
AVERY knObeL. INC. 
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on tv at last!...39 all new half. hour r mystey 


MICKEY SPI 
~ MIKE HAMME 
~ DARREN MEGAVIN, 


immediately available only to regional and. local advertisers 



































stery writer comes to television! 


And 50 million avid Mickey Spillane fans are 
standing by for action! Here’s easily the biggest advance 
audience ever tapped by a new television series - 
and it’s being offered only to regional and local 
advertisers. Take your cue from two-fisted 
Mike Hammer, America’s all-time detective idol: 
Move fast... be tough... get 1958's 
great new thriller for your markets today! 
ae LLANE poy SPL ASE oe 6 SP. SPHLLANE @ SU NE 
7 =o aun THE | "ise 


BIG KILL 


| ee popi pl 4 ie f dpks sold 


a 


..in Signet editions alone! One title 
—“I, The Jury”— had the largest pre-publication 
print order in publishing history (4,500,000). 
m» 


lor -Sold in most major markets 
© 


rite, wire, phone your MCA TV film representative 


mca tv 


Film Syndication 
598 Madison Avenue 
New York 22, N. Y. (Plaza 9-7500) 
and principal cities everywhere 


























STANDARD OF 
ACCEPTANCE 








NEWS ON 6 is important 
daily business at WCSH-TV 
in Portland, Maine. It takes 
the best news staff in the 
Northeast, and a lot of 
words and film to cover 14 
tele-newscasts from 7:25 
a.m. to 12:30 midnight. But 
Channel 6 viewers expect 
and get professional news 
handling. 


NEWS ON 6 consistently 
tops all tele-news in area 
polls. Ask any Weed-Tele- 
vision man about ratings 
and availabilities. 


WCSH-TV 


PORTLAND 
MAINE 


Planned and Manned 
for Service 
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Letters (Continued from page 19) 


to congratulate you on some of the 


very fine things you have done in re-* 


cent months with TELEVISION AGE. 

Your agency stories, particularly, are 
a fine contribution to the industry. 

Harry W. McManan 

Leo Burnett Co. 

Chicago 


Co-op Reprints 
I would appreciate your sending me 
at your convenience a few copies of 
the reprint “Co-op Advertising and 

Tv.” 

Tep BaILLie 
Account Executive 
C. B. Juneau Advertising 
Beverly Hills, Calij. 


Would you please send me a reprint 
of each of the articles on subjects 
listed below: “Co-op Advertising & 
Tv,” “Home Building & Real Estate,” 





Saw Success 
Tv boosted McCulloch Chain 


Saw sales from fourth to first 
place in eight months in the 
Chico, Calif. area. 

The company put its entire ad 
budget into KHSL-Tv’s half-hour 
syndicated show, / Search for 
Adventure, three spots a week 
and several one shots (the All- 
Star football game and Gold Cup 
Regatta among others). 











“Jewelry Stores & Manufacturers,” 

“Travel, Hotels & Resorts,” “Beer & 
Ale.” 

NoRMAN GLADNEY 

Norman Gladney Co. Inc. 

New York City 


Churchillism 
. . . The story on Prudential’s use 
of television, and especially “The 
Twentieth Century” was very well 
done. To quote Winston Churchill as 
(Continued on page 26) 








Just a darn. minute, 


Smidley. 


The old gang at the frat'll have to 
wait till | see that Cascade order. 

Drat it, Smid, can't you shake those 
1925 buying habits? This Cascade's 
important—one of the nation's top 75 
markets. Think of it, exclusive 
television coverage in a market of over 


half a million with over a billion 
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to spend. We can't overlook that 


and, by George, we won't! 
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Program Promotion Up 

Audience promotion in printed media for the fall and 
winter network programming has been the biggest ever 
this year. Not only have all three of the networks invested 
heavily in promoting their programs, but stations have 
backed them up with local newspaper advertising. Cost 
of the network and station-promotion campaigns have 
been variously estimated between $5 and $7.5 million. 
Even the most conservative of these estimates is far ahead 
of the amount spent in any earlier year. 


N. Y. Life Testing 

New York Life, one of the biggest of the insurance 
companies, is testing in the Providence market. If the 
test is successful, a national campaign is virtually certain. 
Spots running in evening and late-evening time ask viewers 
to write for booklet, “How Much is Enough?” Additional 
sports adjacencies may be used. Compton is the agency, 
with William Morris the timebuyer. 


More Participations 

There was a smaller percentage of spot IDs and programs 
in the third quarter of 1957 than there was a year ago, 
according to TvB. Participations and announcements both 
showed an increased percentage this year. Comparative 
dollar totals (in thousands) and percentages were: an- 
nouncements, 1957, $41,891, 45.0 per cent, 1956, $37,122, 
44.3 per cent; IDs, 1957, $9,602, 10.3 per cent, 1956, 
$10,150, 12.1 per cent; participations, 1957, $21,371, 
23.0 per cent, 1956, $17,963, 21.4 per cent; programs, 
1957, $20,230, 21.7 per cent, 1956, $18,628, 22.2 per cent. 


Reeves Soundcraft Sales 

Reeves Soundcraft may well reach the $5-million mark 
in sales this year, judging from their report at the end of 
the third quarter. The firm (see Wall Street Report, page 
67) had sales of $3,476,637 for the first nine months this 
year, as compared with $2,360,473 for the same period 
in 1956. Profits after taxes were $195,000, as compared 
with $32,000 a year earlier. Profits are at the rate of 
about 10 cents a share for the over-the-counter securities. 


Night Spot Gains Fastest 

Daytime spot advertising amounted to $26,360,000 dur- 
ing the third quarter of 1957, TvB figures reveal, while 
night spots came to $57,290,000 and late night to 
$9,444,000. While all of these spot figures are higher than 
they were a year ago during the third quarter, they in- 
dicate that spot advertising is increasing faster at night 
than it is in either of the other segments. In 1957 daytime 


spots accounted for 28.3 per cent of all spot advertising, 
while in 1956 they amounted to 30.7 per cent. Late night 
this year was 10.2 per cent, compared to 10.4 per cent a 
year ago. Night spots totaled 61.5 per cent of all spot in 
the third quarter this year, compared to 58.9 per cent in 


1956. 


Polaroid Storyboards 

Donahue & Coe is experimenting with a Polaroid camera 
in creating storyboards. Models are mugged in series of 
still shots inside a supermarket. Instant prints are pasted 
up for photo storyboard. Agency hopes to get a graphic 
idea of what the finished film commercials will look like. 


Daytime Audience Up 10 Per Cent 

The audience of the average weekday daytime program 
for the first nine months of 1957 is up 10 per cent over 
the same period in 1956, according to Nielsen figures just 
released by TvB. Figures show that in 1955, with 48 pro- 
grams, the number of homes viewing was 2,184,000; in 
1956 with 50 programs, there were 2,650,000 homes, and 
this year, with 53 programs, 2,920,000 homes. 


Evening Viewing Increases Too 

Network evening programs on weekdays averaged 138 
in 1955, with an audience of 5,747,000 homes, according 
to the same Nielsen figures. In 1956 number of programs 
was 135, with 6,757,000 homes viewing, and in 1957, 127 
programs with 8,077,000 homes viewing. While the num- 
ber of programs became smaller in the three-year period, 
dropping from 138 to 127, the number of viewing homes 


increased 2,330,000. 


Crispy Pizza Spots 

Original Crispy Pizza Crust Co., through Ben B. Bliss 
Co., New York, is looking for placements in eastern markets 
to begin immediately. The company now has live partici- 
pations on the Ted Steele Show on WOR-TV New York. 
Garry Zucker is the timebuyer. 


Telemeter Financing 

It is understood that International Telemeter Corp., the 
toll tv arm of Paramount Pictures Corp., is after a stock 
issue of $10 million. The initial efforts to get this off the 
ground met with a cool response on Wall Street. 


Nolan in MCA TV Series 
MCA TV is setting up a new half-hour film series star- 


ring Lloyd Nolan to be based on activities of the U. S. 
Internal Revenue Department. The company plans to finish 
13 episodes before pitching for a network sale. Production 
is expected to get under way soon after the first of next year. 
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DOMINATE TAMPA - ST. PETERSBURG and 239 prospering communities with top-rated WTVT. Inter-urban 
Tampa-St. Petersburg, 34th in retail sales and 10th in retail sales per capita, belongs on every major-market list 


The WKY Television System, Inc. ¢ WKY-TV and WKY Oklahoma City « WSFA-TV Montgomery 


Represented by the Katz Agency 
November 18, 1957, Television Age 














TOP SHOWS 
ARE ON 


| V 
Latest Pulse! 


TAMPA - ST. PETERSBURG 
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MEMORANDUM 
TO: TIME BUYERS 


K-7 Amarillo will be on the air December 8 


K-7 is the only exclusive full-time ABC outlet in 
the Texas Panhandle 


K-7 is on Channel 7 in the middle of the dial—lo- 
cated between the other Amarillo stations. 


K-7 has the highest tower of any Amarillo station 


K-7 is using the largest audience promotion 
campaign ever seen or heard in Amarillo 
including: 


. 200 spot announcements on each radio station 
within 75 miles of Amarillo 


. . Display ads in all Panhandle newspapers 
. Signs on exterior and interior of all city buses 


. Rear signs on taxicabs 


K-7 is offering availabilities next to outstanding 
ABC shows. For more information contact our Na- 


tional Representatives immediately: Venard, Rintoul 
& McConnell, Inc. 











K VII 


ee Amarillo 


General Manager: Murry Woroner 
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Letters (Continued from page 22) 


he appeared at one point in our open- 

ing show, “I hope the raw material is 

as good as the methods of distribu- 
tion.” 

Henry M. KENNEDY 

Executive Director Public Relations 

& Advertising 

The Prudential Insurance Co. 


Newark, N. J. 


Baseball Roundup 
Would you please send me your 
magazine which featured baseball on 

television. 

RicHarD Bower 
Hixson & Jorgensen Adv. 
Los Angeles 
Note: A copy of the baseball story which 


appeared in Tv AGE March 25 has been sent 
to Mr. Bower. 


it’s a Pleasure 
I am very much impressed with 
your magazine and should like to 

subscribe. 

Kay STEVENSON 
Promotion Manager 
cKso-Tv Sudbury, Ont. 
Canada 


Commercial Article 


. . . the article on ‘commercial produc- 
tion (TV AGE, August 26) was compre- 
hensive and intelligent. . . . 


NorMaAN E. GLuck 
Universal Pictures Co. 


New York City 


Source Book Useful 
Please furnish me with 6 more 
copies of “Source Book of Tv” Suc- 
cess Stories. The single copy arrived 
today and seems valuable enough to 
furnish each of our salesmen with a 

copy. 

Britt CAMFIELD 
KFJz-Tv Fort Worth 
Note: 6 Source Books, Vol. 1 dispatched. 
Second volume of the Source Book, in- 
cluding 15 additional Product Groups is 


now available at $3 each. Address Reader’s 
Service. 


Success Stories 
. « « please send 10 copies of the 
Department Stores reprint from TELE- 
VISION AGE. 
Eleanor Horn 
Research Assistant 
KTTv Los Angeles 
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National spot billings in August declined again for the third straight month. 





In August national spot business dropped 2.7 per cent over that in July, the 
copyrighted LELEVISION AGE Business Barometer report indicates. 





The decline may be compared with the 2.5 per cent drop in August 1956 and the 
2.4 per cent gain for spot in 1955. In 1954 August showed a drop of 5.4 per 
cent. 





These ups and downs are indicated more clearly on the chart on this page. Gen- 
erally spot business this year has followed the usual trend with a few 
significant exceptions. 





There were gains in February and March and a small drop in April. One of the ex- 
ceptions to the norm came in May when 1957 showed a decline of 1.2 per cent 
for spot as compared 
with a 4.9 per cent 
increase in 1956 and 
a 3.8 per cent gain 
in 1955 for the same 
month. 





SPOT BUSINESS 
Sept Oct N D Jan. 57 Fel Mi 


In June the decline has been ae | 


about the same in 
all three years and 
in July the trend 
was also similar. 











The August decline is very 
Similar to that a 
year _ ago but a re- 
versal of the 1955 
trend. 








1955-56 


The spot buying pattern for 
the past two years 
indicates that pur- 
chases for fall are 
beginning a little 
later than they did 
in 1955 when August 
national spot showed 
a 2.4 per cent gain. 1954-55 


If the 1956 trend continues 
in September the 
Business Barometer 
reports will prob- 
ably show a sizable 
gain in that month. 
Last year the gain 
in September over 
August was 16.6 per 
cent. 























Reviewing the record for spot in 1957 spotlights the fact that it has followed a 
pattern quite similar to that in 1956 except for the month of May mentioned 
above. 





Comparing the current year with 1955 shows the same inconsistency in May and now 
a difference in August. 





The Business Barometer is prepared on the basis of regular monthly reports 
made by stations to Dun & Bradstreet. 





That firm prepares percentages which are furnished to the editors of TELEVISION 
AGE. The analyses of these percentages are made by the editors and their 
advisors. 





The network billings report for August will appear in the Dec. 2 issue of the 
magazine. 
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DOLLARS! 


SPENT 

IN STORER MARKETS 
IN FOOD SALES 

IN 1956* 


Food sales of 7 billion... 

and much of it accounted 

for by advertisers on 
television and radio stations 
owned and operated by the 
Storer Broadcasting Company 


STORER BROADCASTING COMPANY 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WVUE-TV 

Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Wilmington, Del. 
e WSPD WwJw WJBK WAGA WIBG WWVA WGBS 
Z Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Philadelphia, Pa. Wheeling, W. Va. Miami, Fla. 


NEW YORK— 625 Madison Avenue, New York 22, Plaza 1-3940 
SALES OFFICES CHICAGO—230 N. Michigan Avenue, Chicago 1, Franklin 2-6498 
SAN FRANCISCO—1I11 Sutter Street, San Francisco, Sutter 1-8689 


1957 Sales Management “Survey of Buying Power” 





Ad 





7 





KCMO-TV Kansas City channel 5 
WHEN-TV Syracuse channel 8 
KPHO-TV Phoenix channel 5 
WOW-TV Omaha channel 6 


A 
ReDITH STA. 


O 


Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 
Represented nationally by Katz Agency 
KCMO-TV _. . One of Mere- 
dith’s Big 4. . . All-Family Stations. 


© 


Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Farming Magazines. 
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Meyner soft sell beats Forbes hard pitch . page 31 


Spot third quarter up $10 million over 56 . page 33 


Promotion men launch member drive . page 54 


Sincere Tie 


He looked for all the world like an 
ad agency vice president as he stepped 
confidently up to the magic chart. 

The two top buttons of the Brooks- 
cut suit were fastened. The old school 
tie’s rep stripes were very sincere, 
even in tv’s black-and-white shimmer. 
The heavy shell-rims exuded force. 
The spiel was as cool as a cough- 
medicine pitchman’s. 

The magic chart was one of those 
to which sales managers affix day-glo 
placards with blazing truths when the 
district boys are captured together in 
a conference room. The placards stick 
to the chart by some mysterious mag- 
netic force. It is, as they say, a real 
attention-getter. 

But the man at the chart on the tv 
screen was neither agency veep nor 
sales manager nor pitchman for a 
cough syrup. He was Malcolm S. 
Forbes, magazine publisher, state sen- 
ator and Republican gubernatorial 
candidate in the state of New Jersey. 

The magic chart was one of the 
gimmicks off the sales-promotion cir- 
cuit that was utilized in a hard-sell tv 
political campaign that included a 
24-hour telethon, filmed and_ live 
shows on New York, Newark and 
Philadelphia tv stations and which 
involved two advertising agencies. 
Time charges alone, it’s estimated, 
came to well over $100,000. 

The competition, Robert B. Meyner, 
in-ofice Democrat, came off as a 
folksy lump by comparison. And it’s 
estimated that his relatively soft-sell 
electronics came to about $70,000. 

As everybody knows by now, folksy 
incumbent Meyner gave hard-sell 
Forbes a genuine drubbing at the 
polls. The results brought about some 


high and inside interpretation from 
political savants the nation over: it 
was a blow to the Eisenhower ad- 
ministration which had given Forbes 
whole-way endorsement; Sputniks 
one and two and a sinking market 
influenced the vote; integration poli- 
cies of the Federal executive branch, 
re Little Rock, had received a public 
thumbs down. 

All of which opens the door for 
some smaller, if wilder, hot-stoving 
from the tv industry. Two fairly dis- 
tinct methods of presenting the polit- 
ical product via tv were used here. 
And the weight of the results may 
have been underestimated. 

Behind Forbes were manipulators 
from a Clifton, N. J., agency, Riedl 
& Freed, and those veterans of na- 
tional Republican campaigning, Bat- 
ton, Barton, Durstine & Osborn. In 





Malcolm S. Forbes before the cameras 
during his 24-hour telethon on WATV 
Newark—New York. 


the opposite corner—behind the tele- 
prompter—was Doherty, Clifford 
Steers & Shenfield, which has some 
veteran political marketers in its own 
right. 

Diversity of approach in this public 
appeal is exemplified in a couple of 





filmed commercials (both produced 
by New York film companies which 
are large on the tv commercial scene, 
and both written and produced by ad 
agencies ) . 

Example one opens with state sen- 
ator Forbes doing the 
home bit. Ranged on the couch in a 
living room set are five little neat, if 


hearth-and- 


nervous, scapes and the senator's at- 
tractive, if also The 
introductions all 


nervous, wife. 
senator makes the 
around in the jocular style of a father 
in a family-situation comedy. But 
from the heart-warming scene there 
is a brisk cut to the senator at the 
magic board with its magically sus- 
pended placards and the bang-bang 
political sell. 

Example two uses a mock documen- 
tary format. A Princeton student of 
four years ago who wrote a treatise 
on Governor Meyner’s election is the 
narrator. He has returned to New 
Jersey to find out if the governor has 
fulfilled campaign 
Sure enough, he has, and you know 


those promises. 
who the Princeton boy will vote for. 
Film clips and inserts are utilized to 
show the promises in the making. 
The Forbes’ tv campaign had sort 
of a double climax. The first came a 
week before the November 5 voting 
in the form of a 24-hour telethon. 
The all-day and all-night stint, be- 
lieved to be the longest tv politicking in 


history, was from the studios of WATV 


Newark. It reportedly cost $25,000. 

started at 10 
p- m., and before 11 p. m. the energetic 
candidate had promised everything 


The endurance run 


from no sales tax to special license 
plates for radio hams. There were 
props from the sales-promotion ech- 
elons all over the studio. On the hour 
the cameras picked up a ringing cash 
register. Each hour there appeared 
another money bag stencilled with 
the figure $40,000 in large numerals. 
This represented the money that in- 
cumbent Meyner had spent during the 
previous hour. There were mock news- 


(Continued on page 33) 
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LOW COST 


EFFECTIVE 
MERCHANDISING 


WIDE COVERAGE 
IN WISCONSIN 


MILWAUKEE 
America's 14th Market 


*362,400 families 


*$2,248,671,000 effective 
buying income 


*$1,451,481,000 total 
retail sales 


*Plus coverage of 418,000 
additional families beyond 
the metropolitan area 


John B. Soell, Station Manager 


Represented by Edward Petry & Co., Inc 
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News 





(Continued from page 31) 


casts by a WATV commentator backed 
by hemisphere maps of the world. 
Plugs concerning the Forbes’ cam- 
paign were interspersed with legiti- 
mate news items from the national 
and international scene. 

There were round-table discussions 
and ranking guests and a bank of 
volunteer telephone operators to take 
questions from listeners. 

After 24 hours the camera crews, 
volunteer workers, ad agency advisors, 
guests and Senator Forbes had de- 
voured 2,000 sandwiches (contributed 
by the faithful) and the candidate 
was still going strong and still had 
both top buttons of the Brooks-style 
suit buttoned. 

The second climax came on election 
eve and it saw Forbes hopping from 
studio to studio around New York in 
more than four hours of on-camera 
appearances. 

Governor Meyner’s last ditch pitch 
was a 12-hour stint over station WATV 
from noon until midnight on the day 
preceding voting. It cost $13,000 and 
had the round-tables, guests and bank 
of phone operators in the style of the 
Forbes’ marathon. But hoaked-up 
newscasts, clanging cash registers, fat 
money bags, et al., were noticeably 
missing. As the man from Doherty, 
Clifford Steers & Shenfield put it, 
“Our man refused to use gimmicks.” 

The tv approach for both candi- 
dates was ad-agency svawned and 
engineered. The Forbes approach 
brought to mind Vice President Nixon, 
his wife and dog, the President Eisen- 
hower hard-sell spot campaign of 52 
and the around-the-country bonfires 
and hoopla that a lot of insiders 
believe were an influence in the last 
two national elections. 

But, any way you look at it, the 
same techniques applied in this one 
added up to a resounding tv failure. 

The softer sell of Governor Meyner 
on tv got him the largest vote in the 
history of New Jersey gubernatorial 
elections—over a million. 


Spot Total Up 


Television spot billings were up close 
to $10 million in the third quarter of 
*57 over the same period °56. 

The quarterly report form the Tele- 






vision Bureau of Advertising sets the 
third quarter 57 spot total at $93,094,- 
000. This compares with $83,863,000 


a year ago. 

Several product categories made 
striking volume gains in the two-year 
comparison. There were nine com- 
panies new to the list of 100 top spot 
spenders. Thirty-nine companies were 
spending much more in the third 
quarter °57 than they were a year ago. 

Procter & Gamble lead the top 100 
with $7,306,600. In second place was 
Brown & Williamson with $2,982,500. 
Continental Baking was number three 
spender with $2,439,600. Colgate- 
Palmolive, in fourth place, spent very 
close to $2 million. 

Rounding out the big ten in order 
were Carter Products, General Foods 
Corp., Miles Laboratories, Sterling 
Drug, Lever Bros. and Warner-Lam- 
bert Pharmaceutical. 


Top for First Time 


Hitting the top 100 for the first time 
were Atlantic Refining, Ex-Lax, Gen- 
eral Cigar, Harrison Laboratories, 
Kroger Co., National Brewing Co., 
Regal Pale Brewing, George Wiede- 
mann Brewing and J. B. Williams Co. 

Largest gain in a product category— 
comparing third quarter °56 with third 
quarter °57—was made in household 
cleaners (polishes and waxes). The cat- 
egory was up 85.6 per cent from $592.- 
000 to $1,099,000. 

Household laundry products jumped 
62 per cent, from $3,284,000 to $5,- 
221,000. Spending for cosmetics and 
toiletries swelled from $8,950,000 to 
more than $13 million. 

Automotive, which a year ago had 
the sellers worried, was up 36.9 per 
cent, from $1,827,000 to $2,501,000. 
Gasoline and lubricants jumped from 
$3,908,000 to $5,070,000, a gain of 
29.7 per cent. 

Ale, beer and wine spot advertising 
was up 20.6 per cent, from $8,463,000 
to $10,211,000. In the list of companies 
making large increases in the third 
quarter over a year ago, there were 
four beer makers. Burgermeister Brew- 
ing Corp. doubled its budget to almost 
half a million. Falstaff went from 
$236,100 to $600,000. Joseph E. 
Schlitz Co. zoomed from $196,400 to 
$707,300. Anheuser-Busch was up to 
$856,900 for the quarter as against 


$398,300 in the third quarter a year 
ago. 

Other companies which made im- 
portant increases in spot spending in 
the third quarter this year as compared 
with the same period a year ago in- 
clude: 

Adell Chemical, $269,600 (1956), 
$1,076,800 (1957); American Chicle 
$152,600, $397,700; American To- 
bacco $157,700, $466,500; Avon Prod- 
ucts $110,500, $293,900; Bristol-Myers 
Co. $94,600, $941,300; J. A. Folger & 
Co. $206,400, $483,100; Ford Motor 
Co., $406,200, $833,100; Gillette Co. 
$356,200, $762,600; Hill Bros. Coffee 
Inc. $174,100, $408,700; International 
Latex $467,900, $992,500; Phillips 
Petroleum Co. $159,700, $450,100; 
Seven-Up Co. $155,600, $350,000; Wil- 
son & Co. $77,700 $238,600; Coty 
$2,700, $198,200; Robert Curley Ltd. 
$7,600, $215,700; Helene Curtis $49.- 
400, $188,800; Food Mfgrs. $232,100, 
$654,500; General Mills $73,300. 
$249,000; Maybelline Co. $60,700, 
191,000; The Texas Co. nothing last 
year $297,800 this. 

Continental Baking Co. $1,387,500, 
$2,2439,600; Block Drug Co. $330,000, 
$523,000; Carter Products $1,391,700, 
$1,776,000; Miles Laboratories $1.- 
103,000, $1.617,000; Wm. Wrigley Jr. 
$323,700, $449,600. 


The estimated expenditures of the 
top 100 national and regional 
spot television advertisers for the third 
quarter of 1957 follows: 


1. Procter & Gamble Co. $7,306,600 
2. Brown & Williamson Tob. Co. 2,982,500 
3. Continental Baking Co. 2,439,600 
4. Colgate-Palmolive Co. 1,985,300 
5. Carter Products, Inc. 1,776,000 
6. General Foods Corp. 1,718,000 
7. Miles Laboratories, Inc. 1,617,000 
8. Sterling Drug, Inc. 1,479,300 
9. Lever Brothers Co. 1,290,600 
10. Warner-Lambert Pharma. Co. 1,079,500 
11. Adell Chemical Co. 1,076,800 
12. Philip Morris & Co. 1,045,500 
13. Bulova Watch Co. 1,003,000 
14. National Biscuit Co. 998,700 
15. International Latex Corp. 992,500 
16. Bristol-Myers Co. 941,300 
17. Hall, Robert, Clothes 936.900 
18. Anheuser-Busch, Inc. 856,900 
19. Ford Motor Co. 853,100 
20. Nehi Corp./Bottlers 834,700 
21. Liggett & Myers Tob. Co. 819,000 
22. Antell, Charles, Inc. 809,900 


(Continued on page 52) 
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Look What’s Happening 
Down in “Big D” 


WFAA-TV 





= 


THE NEW LEADER! 





*American Research Bureau Reports: 


WEAA-TV...... Finst in network vs. network television 
shows with Channel 8 leading 
more nights than any other Dal- 
las-Fort Worth Station! (7-10 
PM) 


WEAA-TV...... First in network plus local shows, with 


Channel 8 leading more nights 
than any other Dallas-Fort Worth 
Station (5-to Signoff) 


WFEAA-TV...... Finst with more viewers weekdays from 
3 to 6 PM than any other Dallas- 
Fort Worth Station. 


*ARB, Sept.,’57 


See Your PETRYMAN For The Complete Story 


WFEAA-TV 
DALLAS CHANNEL 8 7 
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Bay: BBA Shh SUA, 


Period from sunup to sundown 


continues to grow in programs, 


viewers—and advertising 


aytime television is compiling more credits 
D than a top Broadway play. 

Its press—or sales presentation—book reads 
like this: in four years advertiser network outlays 
have increased 132 per cent; at peak view- 
ing hours more than 50 per cent of all U.S. tv 
homes are tuned in; cost-per-thousand, that fa- 
vorite tool of agency pencil hawks, is half that of 
nighttime, and recent studies into its strength 
show that commercial messages have a telling 
impact. 

These are but a few revealing facts about the 
growth of daytime tv. It was not too long ago 
that many people were convinced that this part of 


the telecast day would always play the role of 
nighttime’s little brother. Happily for television, 
this is not the case. 

Certainly daytime tv will never achieve the 
audience nor dollar value of nighttime television, 
chiefly because of its inherent limitation of being 
programmed when half of the family is at work or 
at school. Yet, in the face of this restriction, day- 
time has shown remarkable vitality. 

In 1956, advertisers invested $157.8 million in 
day network. This is a 24-per-cent increase over 
the previous year, and a 357 per-cent rise over 
1951. 


With a greater variety of programming, audi- 
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ences have grown markedly. During 
1957, tune-in to the average daytime 
network numbered 3,136,000 
households. This is a 32.8-per-cent in- 
crease over 1955. 

The expanding television audience 


show 


is pointed up further in figures pre- 
pared by the A. C. Nielsen Co., com- 
paring August 1957 with the same 
month last year. The calculations 
show the number of tv homes turned 
on for the average minute during each 
daytime hour, Monday through Fri- 
day. The hour of 5 p.m. is the day’s 
high, according to the August figures, 
with 8,745,100 homes this year, as 
compared with 7,409,500 in 1956. 
The greatest hourly increase in 
1957 is shown at 2 p.m., which had 
7,374,900 tv homes in use this August, 
against 5,365,500 for the same month 
in 1956. Over-all, every hour during 
the daytime through 5 p.m. was higher 
this year than last, with the exception 


ABC-TV’s first daytime success, Mickey Mouse Club 


of 6 a.m. and 7 a.m., which showed 
slight decreases. 

There is no doubt of the commer- 
cial ‘success of daytime. Total volume 
of ad messages for two weeks is 
staggering. Nielsen reports that for 
the weeks of Aug. 26-30 and Sept. 
2-6 commercial pitches totaled 2,827,- 
000,000. 

Increased daytime viewing appears 
firmly established, and so do stepped- 
up advertiser outlays, as recorded by 
P.I.B. But what about the advertising 
impact and influence of daytime com- 
mercials ? 

To try and shed some light on this 
subject, the research department of 
NBC set out to measure commercial 
impact. Under the direction of Dr. 
Thomas Coffin, director of research, 
and Marvin Baiman, supervisor of sur- 
veys, a project was instituted that took 
nearly a year to complete. 

The survey, conducted by Advertest 





Research, Inc., New Brunswick, N. J.. 


covered a panel of 2,218 housewives 
living in 11 principal cities coast to 
coast. 

It measured 10 impact factors that 
gauged the influence of commercials 
on viewers as compared with non- 
tested were 


viewers. The measures 


brand awareness, brand familiarity, 


brand knowledge, interest arousal, 
slogan identification, brand _prefer- 
ence, brand dominance, brand last 


bought, brands purchased in past four 
weeks and paired comparison of 
brands. 

In the study, the panel of house- 
wives was grouped into two parts ac- 
cording to their exposure to NBC-TV 
daytime programming. The study was 
conducted in two interview waves. 
After wave one, the viewers and so- 
called non-viewers were matched in 
two groups according to equal levels 
in such things as brand preference and 
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brand knowledge. Wave two interviews 
three months later and 
showed the change in levels of prefer- 
ence and knowledge between the view- 


were held 


ers and non-viewers. 

For example, using the brand-fa- 
miliarity measure, the study gauged 
the advertising effectiveness of Welch’s 
commercials on /t Could Be You. The 
first wave, conducted in September 
1956, paired off two equal groups of 
viewers and matched non-viewers. Each 
group represented 47.8 per cent of the 
sample who had heard of the product. 
The second round of interviews, held in 
December, demonstrated the impact of 
the advertising. Brand familiarity in 
the viewer category rose from 47.8 
per cent to 72.6 per cent, while the 
non-viewers increased only from 47.8 
per cent to 54.8 per cent. The results 
indicate that 33 per cent more viewers 
than non-viewers had increased their 
familiarity with Welch’s. 

In such measures as brand knowl- 
edge, viewers showed a 35-per-cent 
advantage over matched non-viewers. 

One of the very important measures 
in the survey asked the housewife 
which brands of a particular product 
had she purchased in the past four 
weeks. Again measuring Welch’s spon- 
sorship of /t Could Be You, 45 per 
cent more viewers than non-viewers 
had bought the product. Viewers in- 
creased from 9.1 to 17.2 per cent, 
while matched non-viewers rose slight- 
ly from 9.1 to 11.9 per cent. 

Another measure used in the survey 
was that of paired comparison of 
brands. In this case, Niagara (Queen 
For A Day) was pitted against a com- 
peting brand. Housewives were asked 
for their opinion of some brands based 
on what they knew or had heard about 
them. Then they were asked which 
they would prefer. 














Tune-in to Average 
Daytime Network Program 


maT 


No. of Households 





1955 2,362,000 
1956 2,823,000 
3,136,000 











Source: A. C. Nielsen 





Daytime Program Average 
Audience Composition* 





Category Per Cent 

Women 47.5 

Children 30.6 
Men 15.3 
Teens 6.6 













*Almost every set tuned in during day- 
time hours has a housewife as viewer. 








Source: A. C. Nielsen 


Viewers’ preference for Niagara rose 
from 51.2 to 56.3 per cent, while pref- 
erence by non-viewers dropped from 
51.2 to 49.6 per cent. The net result 
was a 14-per-cent advantage for the 
viewers. In the paired comparison, the 
competing brand showed the need for 
ad stimulus. Among viewers, prefer- 
ence dropped from 29.1 to 24.6 per 
cent, and among non-viewers prefer- 
ence dropped from 29.1 to 26.1 per 
cent. The net result was a 6-per-cent 
decline. 


In gauging slogan identification, the 
NBC researchers found that viewers 
had a 47-per-cent advantage over non- 
viewers in identifying the ad slug for 
Brillo 


identification jumped from 25.9 to 41.6 


(Matinee Theatre). Viewers’ 
per cent, while that for non-viewers in- 
creased from 25.9 to 28.3 per cent. 
The interest - arousal measure 
showed viewers had a 65-per-cent ad- 
vantage. asked if 
they had recently seen or heard any 


Housewives were 
advertising about a certain product (in 
this case, Brillo) which made them 
more interested in it. Viewers’ interest 
jumped from 39.1 to 51.4 per cent in 
the three-month interim, while matched 
non-viewers dropped from 39.1 to 31.2 
per cent. 

For VO-5 (Modern Romances), an 
89-per-cent viewer advantage was 
scored in the brand-last-bought meas- 
ure. The panel was asked about certain 
products and if they used any of these 
in the home. If the answer was yes, 
the housewife was asked what brand 
she bought the last time she purchased 
that product. Viewers increased from 


1.8 to 5.3 per cent in the three months, 


CBS-TV’s new-season entry, Hotel Cosmopolitan 
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while non-viewers rose from 1.8 to 2.8 
per cent. 

Apparently as a result of its daytime 
efforts, VO-5 registered a whopping 
550-per-cent viewer advantage in the 
slogan-identification standard. View- 
ers’ slogan recognition leaped from 
less than 1 to 6.5 per cent, while that 
for non-viewers increased from less 
than 1 to 1.0 per cent. 

In brand preference, viewers gave 
Dash (Queen for a Day) a 64-per-cent 
advantage. For this measure, house- 
wives were asked which brands they 
would seriously consider buying in a 
particular product line. Viewers’ pre- 
ference increased from 16.0 to 21.6 
per cent, while non-viewers dropped 
from 16.0 to 13.2 per cent. 


Other Values Important 


In addition to the impact of day- 
time commercial messages, there are a 
great many other values that are im- 
portant to the advertiser. 

In the first place, the housewife, 
who comprises the largest daytime 
viewing segment, pays close attention 
to daytime programming. As a con- 
sequence, sales messages have strong 
pull. A daytime campaign also reaches 
the housewife near the time she does 
her shopping. 

There is greater commercial time 
afforded the advertiser in day network 
than in comparable nighttime shows. 


And daytime costs, as well as cost-per- 
thousand, are much lower. 

An advertiser can find greater flexi- 
bility for short-term and limited-mar- 
ket campaigns in daytime network 
shows. And, finally, it is easier to pin- 
point the exact audience you want, 
according to family size, income group 
and section of country. 


Women Predominate 


As for audience composition, day- 
time viewers are rather diversified. 
TvB estimates that about 47.5 per cent 
of the average daytime audience are 
women. Children are next, with 30.6 
per cent. Then come men, with 15.3 
per cent, and teenagers, 6.6 per cent. 

Judged by the cost-per-thousand 
measure, daytime network shows up 
well. TvB estimates that c-p-t.commer- 
cial-minute impressions for the aver- 
age day network show are half as 
expensive as for an evening show. The 
c-p-t average day is $1.63, as compared 
with $3.25 for nighttime. 

One of the things responsible for 
the steady expansion of “sun-dialing” 
has been the variety of programming 
that has bloomed in the afternoon. 
While day network radio at its height 
was comprised mainly of the soaps, 
only one-fourth of day network tv 
programs are serial dramas. As noted 
earlier, daytime tv has to appeal to a 
much hroader base of viewer taste. 

Following the serials in number are 











Daytime Network Tv 
Time Charges 
Increase 
Over Previous 
Year Amount Year 
1951 $ 34,529,000 —- 
1952 51,861,000 50% 
1953 68,063,000 31 
1954 102,240,000 50 
1955 127,140,000 24 
1956 157,794,000 24 
1956 was 41% times 1951 











Source: PIB 


the audience participation and quiz 
shows. Other categories that rate high 
in daylight networking are adventure, 
variety, news, children’s shows, situa- 
tion comedy, general drama, popular 
and dance music and western drama. 

Recent audience studies show that 
leading daytime shows are drawn from 
a variety of categories and not from 
just one type. In the past year the 
largest increase in program type has 
been audience participation. This sea- 
son also marks the first time that a 
network program is being aimed spe- 
cifically at the teen-age audience 
(American Bandstand on ABC-TV). 

A surprising factor about daylight 
programming has been its relative 








pRB rece 
U. S. Tv Homes Using Tv Average Per Minute During Hour 
UME SE z 
Homes—Monday-Friday Per Cent U.S. Tv Homes—Monday-Friday 
Aug. °56 Aug. °57 Aug. °56 Aug. °57 
6 a.m. 36,500 40,300 0.1 0.1 
7 a.m. 438,000 362,700 1.2 0.9 
8 a.m. 1,460,000 1,612,000 4.0 4.0 
9 a.m. 2,920,000 3,304,600 8.0 8.2 
10 a.m. 3,285,000 3,868,800 9.0 9.6 
11 am. 4,197,500 6,004,700 11.5 14.9 
12 noon 6,241,500 7,858,500 a7. 19.5 
1 p.m. 5,256,000 6,891,300 14.4 Ly | 
2 p.m. 5,365,500 7,374,900 14.7 18.3 
3 p.m. 6,752,500 7,052,500 18.5 17.5 
4 p.m. 7,665,000 8,060,000 21.0 20.0 
5 p.m. 7,409,500 8,745,100 20.3 21.7 
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Top Advertisers Favoring Daytime Television* 


(Spending more than average share of tv funds on daytime) 








1956 
Rank Advertiser 


1 Procter & Gamble 
3 Colgate-Palmolive 


8 American Home Products 


=) 


General Mills 
14 Bristol-Myers 
15 Campbell Soup 


16 National Dairy Products 
20 Pillsbury Mills 
22 Kellogg 


25 Standard Brands 
26 Swift & Co. 
32 Sterling Drug 


35 Borden 
36 Scott Paper 
38 Johnson & Johnson 


53 Corn Products Refining 
67 Wesson Oil & Snowdrift Sales 


oc 


88 California Packing 





7 


Total 


$4,156,427 
2,096,604 
1,182,699 


789,775 
871,510 
420,717 


420,943 
364,589 
590,239 


412,625 
455,033 
355,192 


246,546 
235,339 
167,208 
158,397 


342,137 
45,294 





i. 


Network Billings, April, 1957 


Daytime Only 
$2,642,210 
1,045,628 
657,929 


204,128 
243,690 
124,185 


118,804 
225,782 
207.787 


412,625 
174,202 
154,089 


85,290 
67,660 
51,300 


111,172 
197,022 
45,294 


Average Network Tv Advertiser 


Daytime As 
% of Total 
64‘ « 

50 


56 


26 
28 
30 


28 
62 
35 


100 
38 
43 


35 
29 
31 
70 
58 


100 


24 








strength during the summer months. 
As stated by Bertram Berman, direc- 
tor of daytime programming for CBS- 
TV, there are “no great dips” in hot- 
weather daytime viewing, and adver- 
tisers are not inclined to take the 
13-week hiatus that they took in the 
high days of network radio. Moreover, 
there are very few summertime pro- 
gram replacements in day tv as com- 
pared with evening schedules. 

As for the future of day program- 
ming, Mr. Berman believes there al- 
ways will be a predominance of drama 
or storytelling. 





Advertisers are investing in daytime 
tv at a steadily advancing rate. As 
noted earlier, network expenditures in 
1956, according to P.I.B., were $157.8 
\ million, which is 24 per cent more than 
the previous year and 132 per cent 
, above 1952 outlays. 

From January to April of this year, 
138 different advertisers used daytime 
network. And of 221 different adver- 





Cyril Ritchard visits Arlene Francis Show, NBC-TV 


*CBS-TV Daytime Report. Network billings, P.1.B. 


tisers who bought any network tv dur- 
ing this time, nearly two-thirds bought 
daytime, sponsoring a staggering 66.44 
hours weekly (Nielsen). 

These advertisers range from the 
very largest to those with limited 
funds. Products are diversified and 
cover such things as foods, beverages, 
drugs, cars, insurance, records, ciga- 
rettes and appliances. 

Procter & Gamble, the biggest cus- 
tomer networks have, uses more day- 
time network than any other time 
segment. In 1956 more than half of 
P&G’s network budget went into day- 
time—$22.7 million vs. $20.8 million. 
According to TvB, P&G spent more on 
daytime tv in 1956 than it did on the 
following combined: newspapers, mag- 
azines, Sunday supplements, outdoor, 
business magazines, network radio and 
spot radio. Recently P&G was sponsor- 
ing 41 quarter-hours of daytime a 
week. 


(Continued on page 72) 












































Information please? 


BY FRANK E. PELLEGRIN 


Partner and vice president of the 
station-representative firms of H-R 
Representatives, Inc., and H-R Televi- 
sion, Inc. 


hat kind of information do ad- 
vertising agencies want from 
television and radio stations? 

This is an age-old question, going 
right back to the dawn of broadcast 
advertising and occupying the atten- 
tion of buyer and seller ever since. 

One of the first projects undertaken 
by the Department of Broadcast Ad- 
vertising, of the National Association 
of Broadcasters, when it was founded 
in 1940, was a survey of this problem. 
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I was the first director of that de- 
partment, and after conducting the 
first national survey of this problem 
for the NAB in 1940 I have kept the 
project alive in the intervening 17 
years by continuing to collect all the 
information I have encountered on the 
subject. 

Recently I brought it all up to date 
in a concise “check list,” useful for 
stations and national representatives, 
I believe, as a guide for measuring the 
quantity and quality of the sales mate- 
rial furnished by station to representa- 
tive, and by both of these to the agency 
timebuyer. 

I certainly do not mean to imply 
that any television or radio station in 
existence today furnishes all of this 








information. Some stations furnish a 
great deal of it, others less. Reference 
to such a check list, however, can give 
any station a box-score on how well it 
is doing in today’s competitive arena 
of media selling. 

In supplying information to agen- 
cies, standard data should be used 
whenever possible. Obscure, unknown, 
unorthodox sources of information 
should be avoided if well-known, es- 
tablished sources are available. Source 
or authority should be clearly stated 
on every piece of information, and the 
date of issue should be put on every 
piece. Further, every piece of informa- 
tion should be identified with the sta- 
tion’s call letters, address, channel 
number or frequency, power, network 
































afhiiations and national representative. 
Following is the check list I have 
devised : 


1. Coverage Information. 


A. Maps: 


1. Measured contour. 

2. As computed and filed with 
FCC. 

3. Mail response maps. 

4. Based on standard research 
techniques (e.g., NCS, BMB, 
SAMS—but up-to-date). 


. Every map clearly showing 


ul 


county lines and cities. 

6. For tv, contours showing 
Grade A, B and 0.1 MV 
coverage. 

. Every map dated, with mile- 
age scale, and all sources or 
authorities clearly noted. 


. Proof of coverage (as above, 
plus all other supporting data 
such as.) 

1. List of newspapers in area 
publishing program sched- 
ules. 

2. List of local advertisers out- 
side home county using sta- 
tion. 

3. Mail count, showing places 
of origin. 

4. Audience penetration studies 
in outlying counties or cities. 

5. Rating services taken in out- 
lying counties or cities. 

. Station facilities data (on map, 

briefly) : 

1. Power. 

2. Frequency. 

3. Antenna height, height above 


D. 


average terrain and height 
above sea level (for tv). 

4. Network affiliations. 

5. Date station went on the air. 

Coverage area statistics (given 

in summary on map, on reverse 

of map, or separately) : 

1. Population, urban and rural, 
by counties. 

2. Total 
rural, by counties. 

. Television (or radio) homes. 
4. Wholesale and retail sales 
(total, and by counties). 

a. Giving standard break- 
down by categories: food, 


homes, urban and 


~ 


drug, automotive, home 
furnishings, general mer- 
chandise and apparel. 
b. Quoting source and date 
for all data. 
5. Effective 
total per family, per capita. 
among 


buying income: 
6. Comparative rank 
U. S. markets. 


. Employment and _ payrolls 


(by industries). 
For television stations: 


An 
os 


a. Current set-count infor- 
mation, county-by-county, 
giving figures from all 
available reliable sources, 
stating sources, and dated. 

9. Market characteristics, pecu- 

liar to your market, such as: 

a. Main industries, in cities 
or area. 

b. Working hours of offices, 
factories, retail stores. 

c. Per cent of population by 
important groups, or 

races. 


What do agencies really want 


to know about stations? Here is a 


complete, but concise. summary 


2. Rate Cards. 


A. 


Your current rate card, con- 
forming to one of the 5 (for 
television) or 4 (for radio) 
standard formats recommended 


by the AAAA-NARTB. 


. Rate card supplement, if neces- 


sary, covering special rates on 
participating programs or spe- 
cial features; special package 
rates; rates of 10-second or 90- 
second or 2-minute or 3-minute 
spots (if any) or for any other 
non-standard length. 


. Table showing amount of com- 


mercial time allowed, day and/ 
or night, in comercial programs 
of various lengths, and types 
(if different: news, etc.). 


. Statement whether or not you 


allow the standard continuing 


discount policy. 


»» If local or retail (or any other 


type) of rate is allowed, clearly 
define requirements for quali- 
fying (to avoid abuses of 
co-op buying, time-brokering, 
double-billing, time-wholesaling, 
undisclosed minimum rates, etc., 
which can alienate agencies and 
result in huge losses of revenue 
to broadcast media). 


3. Program Information 


A. 


Separate data sheet, or profile, 
on every station-produced pro- 
gram, giving all pertinent spe- 
cific data on name of program, 
time, format, personalities, con- 
tent, costs, previous sponsors, 
rating history, success, promo- 

(Continued on page 42) 





Frank E. Pellegrin 
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Pellegrin (Continued from page 41) 


tion activity, etc. 

B. Confine to one page if possible, 
or to a simple 2-to-4-page folder 
(but be sure all above informa- 
tion is included in same piece). 


4. Program Schedules (monthly or 
weekly ). 

A. Special attention and emphasis, 
in advance, to time-change in- 
formation. 

B. Not all agencies wish to receive 
and keep program schedules in 
their files. Revise your mailing 
list periodically, or handle 
through your national repre- 
sentative. 


5. Success Stories. 

A. Sponsor’s testimonial statement, 
the more detailed and specific 
the better. 

B. Station’s 
results. 


own statement of 


6. 


C. Unusual mail or other responses. 


Merchandising Outline. 

A. Detailed description or table of 
all merchandising services avail- 
able. 

. Personnel. 

. Costs to client, where applicable. 

. Minimum schedules or budgets 
required, if any. 

E. Specify if commodity inventory 

checking is available and on 


SsOw 


what basis (i.e., pantry surveys, 
store inventories, etc.). 


. Publicity-Promotion Outline. 


A. List of station’s publicity or 
promotion activities, general. 
B. Same, as offered 
Specify restrictions, 
ments, costs if any. 
C. Personnel. 


to clients. 
require- 


. Farm Data. 

A. Farm population. 

B. Homes. 

C. Number of television and/or 








Control Console 


wtvt Tampa-St. Petersburg proudly exhibits the beauty and the 
monster. The pretty one with a smile is Joyce Seabrook, promotion 
assistant. The monster (so dubbed by station engineers who built it) 
is a new announce booth control console. It was built to provide 
greater flexibility in programming and for compactness in the an- 
nounce booth itself. 








The brainchild of operations manager Robert Olson and program 
manager Robert Doty, the monster consists of a specially-built upright 
console equipped with two eight-inch video monitors, showing net- 
work video on one and the line picture on the other. 

The mike has an off-on control. There’s a buzzer button to cue 
projection for film or slides and an intercom box with dual head- 
phones. The monster can be turned 18 degrees to face either of 
the station’s studios during local telecasts. 
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9. 


10. 


Besides 


radio homes. 

D. Income. 

E. Market statistics. 

F. Farm programs (complete pro- 
file information). 

G. Success stories. 


Information on Competitive Prod- 

ucts, when requested. 

A. Better yet, report regularly to 
Rorabaugh or any other repu- 
table, recognized service en- 
gaged in compiling media in- 


formation. 

Time-change Notification. 

A. Well in advance of effective 
dates. 

B. State your policy clearly on 
moving announcements with 


programs to maintain adjacen- 
cies, or not. 
C. State rate policies on spot sched- 
ules moving from one time 
to another, or 
“straddling” two. 


classification 


what you produce for 


agencies, you should also give to your 


national representative: 


5 
2. 
3. 


wn 


~ 


6. 


Availabilities. 

Rating reports and surveys. 
Competitive station information 
on: 


A. Coverage, overlap, interference, 
etc. 

B. Program schedules and _ infor- 
mation. 

C. Monitor reports. 

D. Strong and weak points. 


. List of local and regional adver- 


tisers. 


. Information, well in advance, on 


seasonal programs (e.g., baseball, 

fishing, etc.) with costs, availabil- 

ities, profile data, etc. 

Special information (complete and 

detailed) on all programs appeal- 

ing to special audiences: 

A. Children. 

B. Foreign-language or racial 
groups. 

C. Minority-interest adult groups 
(fishermen, golfers, gardeners, 
do-it-yourselfers, etc.) . 

women’s 


D. Special programs 


(cooking, etc.). 


. Full information on all policies, 


rates, discounts, station facilities, 
special costs for facilities, all sta- 
tion personnel. 





Ezra B. Hinshaw 


| B. Hinshaw opened his Los 
Angeles area department stores only 
five years ago. Today the two suburban 
outlets are thriving successes. This 
overnight rise to a place of importance 
in the area may be credited principally 
to the quick recognition provided by 
television. 

The success of Hinshaw’s retailing 
couplet in Whittier and Arcadia has 
even greater significance because it is 
happening to a member of the depart- 
ment-store family—by tradition pre- 
ferred newspaper users. 

Entering one of the most competi- 
tive retail markets in the country, the 
Hinshaw stores were faced with the 
job of overtaking competitors, some 
of whom had started 50 years sooner. 
The need for immediate recognition 
seemed obvious. 

The decision to use tv as a primary 
vehicle was made after a survey of 
the newspaper situation, which the 
company describes as “unfavorable.” 
“Using the Sunday Los Angeles Times 
(San Gabriel Section) was just an 
addition to an already overwhelming 
avalanche of newspaper advertising. 
The local Arcadia and Whittier papers 
were extremely limited in circulation.” 

Hinshaw’s blueprinted the spend- 
ing of promotional money in two 


directions. 
First, television was to be used 
primarily for institutional impact. 















This meant simply that the role as- 
signed to tv was to develop and por- 
tray a community personality for the 
stores. 

The second promotional effort was 
the mailing of a “shopper” to 100,000 
homes. It contained the stores’ mer- 
chandising and promotional program. 

Mr. Hinshaw’s business and opera- 
ting philosophy is stated simply: “We 
have largely devoted the stores’ pub- 
licity program to the interest of the 
community on the theory that only 
through giving does one receive any- 
thing of consequence.” 

Located in typical suburban areas, 
the Hinshaw stores cater to the family 
and the retailing outlets suggest an 
atmosphere of hospitality. Plenty of 
seats are provided for the weary. Free 
coffee and cake are served the nights 
the stores are open. In addition, an 
auditorium is located in each store 
for meetings of community clubs. 
There is also a charm school for teen- 
age girls. 

Television’s job was to integrate 
the stores and their policies into the 
lives of the people. To do this, a 
program featuring documentary film 
on American community life and in- 
terests was used. Called Assignment 
America, the program has unlimited 
scope as to subject matter. 

Entire programs have been devoted 


to dramatized presentations on count- 


Tv speeds success 


Department stores 






win place in 
Los Angeles area 
by making video 


primary medium 


less civic and religious groups, such 
as the Salvation Army, Cancer Fund, 
Mount 
Sinai Hospital, etc. People and events 


Parent-Teacher Association, 
have also received extensive tv treat- 
ment, ranging from the Navajo Indian 
to the circus, from the life of a police- 
woman to the rise of a starlet. 
Assignment America is seen on 
KTLA Los Angeles at 7:30 p.m. every 
Thursday. It is produced by Bill 
Burrud Productions. Mr. Burrud is 
of all of the 


which to date number more than 200. 


host-narrator shows, 
Mr. Burrud, in fact, has gone on to 
produce two other shows which are 
nationally syndicated. They are 
Wanderlust and Vagabond. 
Assignment America provides three 
commercial breaks during the 30-min- 
ute stint. One spot is known as the 
page” and associates the 
store with the latest fashion trends. A 


“fashion 


second spot is used generally as a 
best-seller or special-value plug. The 
third spot, the “editorial page,” is 
delivered by Mr. Hinshaw himself. He 
attempts to personify the business 
and set forth the philosophy of the 
stores: to prosper through service. 
Television has played a paramount 
role in the stores’ rise. “Television 
has been the penetrating force, the 
scouting device, which has prepared 
the way for newspaper item adver- 


(Continued on page 72) 


November 18, 1957. Television Age 





















“Why no Chinee tee vee?” 


a 


Lo, the poor Chinaman, 
finds reason 
great invention 


was abandoned in 


500 B. C. 








BY ELMER APPLEBLOSSOM 


hinese Communist leaders, Mao 
Tse-tung and Chou En-lai, observ- 
ing that Russian colleagues not seen on 
television are soon not seen at all, 
have agreed to answer a series of ques- 
tions about television put by Lo, the 
poor Chinaman. The following tran- 
script was made on a tape recorder 
concealed under a shirt which jour- 
nalist Lo, who is a noted stakhanovist, 
ironed so as not to waste time during 
the interview. Mao Tse-tung and Chou 
En-lai plucked chow mein chickens for 
the same reason. 
Lo: Humbly request answer to res- 
pectful proletarian question: what’s a 
matter no tv in China? 
MAO: A good question, a very good 
question. 
cHou: We like such questions. Show 
freedom of opinion in China. 
MAO: In People’s China a hundred 
flowers shall blossom, a hundred 
schools of thought contend. . . . . 
CHOU: 
asked. 
MAO: Yes, and some of them gonna 
get answered, too, maybe. 
Lo: My editor say safe to ask this one 
about television. 
MAO: Because that is one that shall be 
answered! 
cHou: Well, then it high time you 
stop chewing old laundry and answer 
Lo, Mao. 
MAO: Take a time, Chou, take a time 
and don’t chew so much chop chop. 
Everybody say Chou chin too much, 
anyhow. 
cHou: Is that so? 
MAO: Yes, everybody say, “Chou En- 
lai mean—Chew now En-lie about it 
later.” Get it? Very funny pun, what 


And many questions shall be 


everybody say, ho, ho. 

cHou: You very funny man, oil can. 
Everybody say, “Mao Tse-tung mean 
cat’s got Mao Tse tongue and allatime 
say meow, Mao.” Very funny, what 
everybody say, he, he. 

Lo: Ho, ho, great Communist leaders 
exchange humorous banter! Very hu- 
man personalities! 

MAO: Sure, what’s a matter, Lo, you 
think Bulganin and that other fat fella 
—can’t remember crazy name and 
those foreigners all look alike to me 
anyhow. ..... 


Look Alikes 


cHou: Confucius say, “One pig look 
just like his brother, even if brother 
hide behind short bristle whiskers.” 
Lo: Ho, ho, more evidence of humor- 
ous personality in China leadership! 
MAO: Sure! You think only Russian 
Communists travel and make jokes all 
the time? 

cHou: We very human people, too. 
Especially me. I make he, he and ho, 
ho all the time when not liquidating 
landlords, etcetera, and so forth. 
MAO: I’m so human, I even write po- 
etry all the time. You want hear some? 
cHou: Let’s go on with the questions. 
Lo: Love to hear poetry some other 
time, Mr. Mao. But right now must 
repeat request for answer to question 
needed for next edition of paper. 
What’s a matter no tv in China? 
MAO: Because China leaders always 
have best interests of China people at 
heart, that’s what’s a matter! We not 
greedy capitalists who make money 
from commercializing everything, even 
monopolizing airwaves which belong 
to all the people. 

CHOU: 
money from airwaves, never! 


never make 


China people 


Lo: We never make any money from 
anything, but how about television? 
MAO: Take down important statement 
issue from me now. Television pur- 
posely abandoned by wise China peo- 
ple in Year of Horsefly, 500 B.C. Still 
remain abandoned. 

Lo: What? What issue from you now? 
cHou: Be careful with that hot iron, 
Lo, and not make hole in my shirt! 
Lo: Okay, okay. But honorable leader 
really want me to put in paper China 
people have television many centuries 
ago? 

cHou: Sure! Why not? We have gun- 
powder first and know all about elec- 
tricity. Honorable Chinese ancestors 
also know all about this airwaves sub- 
ject, too. 

MAO: Now everybody quiet while | 
talk some. Records recently dug up in 
Moscow reveal that television was dis- 
covered by great leader of people, 
Confucius, while on visit to Moscow to 
study ancient Marxism in Year of 
Horsefly mentioned above. 

Lo: Confucius and Year of Horsefly 
obviously old stuff, but plenty news 
to me. 
CHOU: 
really old stuff to everybody, Lo, he, 
he. 

MAO: You said it, Chou. 

Lo: How come Moscow dig up old 


Plenty news from Moscow 


records just now? 

MAO: Much digging going on right now 
in Moscow to make room for unneces- 
sary Stalinists. 

cHou: Communists going underground 
on big scale! 

MAO: And when Communists go under- 
ground in Russia they don’t need 
round-trip ticket. 

Lo: But why we have no television in 


(Continued on page 68) 
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Bay City store owner 


turns to television 


to move vast odd lots 


at low prices 


n a chilly, gray day in the Windy 

City recently Glenn Folkert 
walked into the office of a distributor 
and handed over a certified check for 
$100,000. 

The money was for 20 carloads of 
household goods, paint, and men’s and 
women’s furnishings. It was all in a 
day’s work. 

A year ago Mr. Folkert bought two 
train carloads of rubber footwear. He 
sold them in four months. Two years 
ago he bought 20,000 pairs of women’s 
shoes from a fire sale. He sold them 
in six months. 

He sold them in the small town of 
Bay City, Mich., a city with a popula- 
tion of 57,000, with the help of tele- 
vision. 

Mr. Folkert’s outlets carry the name 
Mill End and they do an annual vol- 
ume of more than $1 million. Besides 
men’s and women’s wear, rubbers and 
paint, the stores sell carpeting, hard- 
ware, household supplies, furniture, 
all sporting goods, drapery and up- 
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holstery material, appliances, candy, 
cookies, cigars and cigarettes, office 
supplies and you name it. 

Mr. Folkert and his mother, who 
died this year at the age of 80 after 
57 years in the retail business, 
founded the Mill End store in 1940. 
From 1900 to 1940, Mr. Folkert and 
his mother had owned a group of 
small women’s ready-to-wear stores in 
several small towns in northeastern 
Michigan. Mill End was the only ex- 
ception to profit. It was once closed 
down, only to be revived when the 
Folkerts could not break a three-year 
lease. 

After his years in women’s wear, 
Mr. Folkert had developed a yen to 
run a store with nothing but odds and 
ends. He turned the 2,500 square feet 
of space on one floor of the Bay City 
building into a “Mill Ends” store. Into 
it went the left-overs from all other 
Folkert stores. Then he went out and 
bought at auctions, fire sales and else- 


where, loading Mill End with all the 


“junk” he could lay hands on. 

Fancy fixtures and display counters 
were thrown out. Beat-up tables, 
orange crates and cardboard cartons 
were utilized. The store was an over- 
night success. In a matter of days, the 
Mill End store was the Folkerts’ most 
profitable operation. 

Seventeen years have past since that 
prewar opening, and the little store 
with the 2,500 square feet of floor 
space, which did about $50,000 in vol- 
ume, has grown to 60,000 square feet 
of space in three downtown locations, 
four floors of merchandise, two ware- 
houses and the million-dollar gross. 

Mr. Folkert’s favorite purchase for 
the store that started out as sort of a 
hobby was $42,000 worth of uphol- 
stery goods four years ago. It had him 
worried for awhile. He made the in- 
vestment just to satisfy his daughter, 
Geraldine, who wanted to start an 
upholstery department. The original 
stock is long gone, and many thou- 
sands more have passed through one 
of the most elaborate upholstery de- 
partments in Michigan. 

Advertising has, of course, been the 
prime mover of goods at Mill End. In 
the early days, all funds went to news- 
papers. But shortly after tv came to 
the Saginaw-Bay City-Midland area, 
Mr. Folkert looked to the new med- 
ium. He realized sooner than most 
businessmen—and still sooner than 
most retailers—that tv was the answer 
to getting maximum ad penetration in 
and beyond Bay City. 

Today better than $50,000 a year 
goes to Mill End advertising. More 
than half is in television, a good part 
of it on WKNX-TV Saginaw. He uses a 
saturation campaign, running a mini- 
mum of 20 one-minute announcements 
a week on two tv stations. 

The store is open every night except 
Sunday, and advertising points up the 
late shopping hours, the 50-per-cent 
savings and the importance of making 


Mill End a shopping habit. 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have used 


television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 


advertising problems, then tells how these problems have been 


answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


< a 
Reader’s Service Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 


Home Building & Real Estate 
Jewerly Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 


Shoe Stores & Manufacturers 
Farm Implements & Machinery 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Furniture & Home Furnishings 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Electric Power Companies 


copies 





Number of copies 





Gas Companies 
Telephone Companies —_—— 
Insurance Companies 
Coffee Distributors —_ — 
Men’s Clothing Stores 
Cough & Cold Remedies ——- 
Electrical Appliances 


Number of « opies 


Department Stores — 
Restaurants & Cafeterias 
Moving & Storage —_— 


Television & Radio Receivers —- 


Cosmetics & Beauty Preparations 
Weight Control 
Auto Dealers 














Beer & Ale — Women’s Specialty Shops 
Name Position____— 
Company = 
Address a 
City Zone State ee ee. 
C0 I enclose payment (C Bill me 


(0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 
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Live? ORM Welt tim tielmtels 
ol tie ollolal tela a mac Mol-Mellli(-Me] 
handful. And when there's a 
“fluff” it’s nice fo know you've 
got it on film—not on the air! 
BIS MoM 111] Molaro Melti me lol Mint) 
ohit-lalel late Ml oleltiele(- Mm (oll Me-MTs 
control at all times—show, 
stations, time—clear across 
the country ! 
Truly, a good release is a better 
release on EASTMAN FILM 
elma) Sc Mlalielgutelilelam adit 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Il 


East Coast Division 
342 Madison Ave 
New York 17, N. Y 


West Coast Division 
6706 Santa Monica Blvd 
Hollywood 38, Calif 


or W. J. GERMAN, Inc. 


Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif 


Be sure to shoot IN COLOR... 
You'll be glad you did 





ROUNDUP OF NEWS 


ZIV SPONSOR SURVEY 

Walter Kingsley, general sales man- 
ager of Ziv Tv syndication operations, 
revealed that the company’s percentage 
of sales made directly to sponsors 
jumped this year to a total of 68 per 
cent, as against last year’s 61 per cent. 
Another survey by the company shows 
that the food industry is still the num- 
ber-one syndication customer. At this 
time, 37 per cent of all Ziv advertisers 
fall into this product category. The 
number of food companies using Ziv 
films has increased 49 per cent in the 
past two years, and the number of 
markets in which food sponsors show 
Ziv series has gone up even more, 
reaching 71 per cent more in 1957 
than the total for 1955. In the same 
survey, the company reveals that the 
largest single category within the food 
group is the bakery field (18 per cent), 
followed by supermarkets (16 per 
cent), food packagers (16 per cent), 
meat packers (15 per cent), soft drink 
bottlers (13 per cent), dairies (11 per 
cent) and beers and wines (11 per 


cent). 


EELLS V.P. AT UA TV 

United Artists Television, Inc., sub- 
sidiary of the United Artists Corp., has 
made Bruce G. Eells executive vice 
president. Mr. Eells will be in charge 
of the company’s tv production activi- 
ties. He was recently vice president 
in charge of the western division for 
Television Programs of America, Inc. 


TPA SHIFTINGS 

Walt: Plant, who in May 1957 was 
named vice president for the central 
division of Television Programs of 
America, Inc., has been shifted to 
Los Angeles to replace Bruce G. Eells, 
who resigned, as head of the western 
division. Mr. Plant joined TPA in 
January 1956. Arthur Spirt, who was 
an account executive in the central 
division, was promoted to the post of 
manager of that division. Earlier in 
his career, Mr. Spirt was in the real- 
estate business, and he came to TPA 
in July 1956. The company has also 
promoted its spot manager, Stanley 
Levey, to the new position of national 


On Film 


STANLEY LEVEY ARTHUR SPIRT 
director of station sales. Mr. Levey 
joined the film company in March 
1956. Before then he was on the sales 
staff of WIND and wsBBM Chicago for 
15 years, in the advertising department 
of Pabst Beer and on the staff of the 
Chicago Herald Examiner (now Chica- 
go American). The company also an- 
nounced that William A. Hillpot, a 
long-time radio performer (he was 
Mark of the Smith Brothers Trade and 
Mark) and for the past few years an 
industry executive, has been made a 
member of TPA’s sales force. 


SG FOREIGN SALES 

Screen Gems, Inc., sold its new 
series, Casey Jones, to Associated Tele- 
vision, Ltd., for distribution in the 
United Kingdom. The company also 
made some renewal sales in the U. K. 
Granada Tv Network bought an addi- 
tional 26 episodes of The Adventures of 
Rin Tin Tin and the British Broadcast- 
ing Corp. bought more chapters of 
Circus Boy. In addition, in Australia 
Screen Gems sold both GTV Melbourne 
and ATN Sydney 39 additional 
episodes of Wild Bill Hickok. 


NEW WB SERIES 

Warner Bros. Pictures, Inc., will be 
producing a new series of 39 one-hour 
mystery and intrigue dramas for tv 
presentation next season. The series, 
called The House of Wax, will give the 
Warner studio 314 hours of tv pro- 
gramming per week. It now produces 
three one-hour shows—Cheyenne, Sug- 
arfoot and Maverick— and one half- 
hour—Colt .45—all over the ABC net- 


work. 
(Continued on page 50) 
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Film 


STERLING TV CO., INC., sales: 


(Continued from page 49) 


Abbott & Costello: wer-tv Buffalo. Car- 


toons: WANE-TV Ft. Wayne. Cartoon Classics: 
wNac-Tv Boston. Charles Laughton: wWTMJ- 
tv Milwaukee, Adelman Laundry Co. Cru- 
sade In The Pacific: KNTV San _ Jose. 
Famous Cartoons: WNAC-TV Boston, WOR-TV 
New York. Features: wNAc-tv Boston. Hook 
Line & Sinker: winx-tv Ft. Myers. I’m The 
Law: wrat-tv Raleigh. Invitation Play- 
house: KOAM-TV Pittsburgh. Jungle: KOAM- 
tv Pittsburgh. King’s Crossroads: WHIO-TV 
Dayton, KENS-Tv San Antonio. Little 
Theatre: xris-tv Corpus Christi, KOAM-TV 
Pittsburgh. Movie Museum: WANE-TV Ft. 
Wayne, KLRJ-tv Las Vegas, KOAM-Tv Pitts- 
burgh. Public Prosecutor: KOAM-Tv Pitts- 
burgh. 


SCREEN GEMS, INC., sales: 


Shock: wsBAL-tv Baltimore, wsBrz-Tv Baton 
Rouge, KcGUL-Tv Galveston, wisH-tv Indian- 
apolis, wmct-tv Memphis, weAn-tv Port- 
land, Me., wroc-tv Rochester, KTBS-TV 
Shreveport, Kotv Tulsa and wrop-tv 
Washington. 


Suppliers, Services 


ARCO STOP-ACTION 

Arco Film Productions, Inc., New 
York, has used what it calls a new 
stop-action technique in producing a 
60-second spot for Johnson & Johnson 
band-aids through Young & Rubicam, 
Inc. Through the use of stroboscopic 
light and cameras, action that takes 
place too fast to be visible by the naked 
eye can be frozen. 


WADE AFFILIATE 


Formation of McCormick-Wade 
Animation as an affiliate of Roger 
Wade Produc- 


tions, Inc., New 
York, has _ been 
announced. Don 
McCormick, for- 
mer vice presi- 
dent of UPA and 
general manager 
of its New York 


office, heads up 





the new anima- 
tion firm as president. 

Roger Wade Productions stated that 
this affiliation will “substantially in- 
crease the scope of its services to 
industry and advertising agencies.” 
Both companies are located at 15 W. 


46th St., New York. 


TRANSFILM ADDITION 

Charles H. Wasserman, veteran mo- 
tion-picture director, has joined Trans- 
film, Inc., New York, as a member 
of the creative staff, it has been an- 
nounced by Walter Lowendahl, presi- 
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Craig Hill, l., and Kenneth Tobey, co- 
stars of CBS Television Films Whirly- 
Birds. 


dent of the film company. For the 
past 25 years Mr. Wasserman has 
served as producer, director, writer 
and editor in the film field. He has 
worked on features, industrials, docu- 
mentaries, tv film programs and com- 
mercials. 


NILES APPOINTMENTS 

Two new appointments have been 
announced by Fred A. Niles, president 
of his own Chicago-Hollywood film 
company. R. W. (Pat) O’Brian, for- 
merly Chicago division manager for 
TPA, has been named director of mar- 
keting. Patricia J. Trumbull, who has 
been in agricultural communications 
for five years, has become program 
coordinator for Niles’ newly developed 
Cross-Country tv film program aimed 
at rural America. 

Before he served with TPA, Mr. 
O’Brian was with Harrington, Righter 
& Parsons, Inc., Chicago, tv station 
representative. Miss Trumbull was as- 
sistant to the farm director of WEN 
Chicago and did free-lance writing on 
agricultural subjects. 


ANIMATION PROMOTIONS 

Animation New 
York, two-year-old film company, has 
promoted Donald Fellows to general 
manager and Harry Basch to pro- 
duction manager. 


Associates, Inc., 


DOBBS WITH KLING FILM 

The appointment of Ken Dobbs as 
account executive at Kling Film Pro- 
ductions, Chicago, has been announced 


by Hilly Rose, sales manager and 
creative director. Mr. Dobbs was for- 
merly associated with Sarra, Inc. 





Film Commercials 


ACADEMY PICTURES, INC. 


Completed: Procter & Gamble Ce. (Prell 
shampoo), B&B; Andrew Jergens Co. (Jer- 
gens lotion), F&S&R; Gulf Oil Corp. (gaso- 
line), Y&R; Mangels Herold Co. (Kings 
starch), H. W. Buddemeier; Thomas J. 
Lipton, Inc. (Lipton tea), Y&R; Esso Im- 
perial, Canada (gasoline), MacLaren; Shell 
Oil Co. (gasoline), JWT; National Biscuit 
Co. (Chocolate Grahams & Fig Newtons), 
McCann-Erickson; Wise Potato Chip Co. 
(potato chips), Lynn; Kingston Cake Co. 
(Blue Ribbon cupcakes), Lynn. 

In Production: Holsum United Bakery Pro- 
gram (bread), W. E. Long; Sterling Drug 
Inc. (Fletcher’s Castoria), Carl S. Brown; 
Sweets Co. of America, Inc. (Rockwood 
candy), direct; Continental Baking Co., Inc. 
(Wonder rolls), Bates; Sealtest, Inc. (ice 
cream), Ayer; Ford Motor Co. (show open- 
ing & closing), JWT; Union Carbide & 
Carbon Corp. (institutional), F&S&R; Ford 
Motor Co. (motors), JWT; Libbey-Owens- 
Ford Glass Co. (plate glass), F&S&R. 


COUSENS PRODUCTIONS, INC. 


Completed: Canada Dry Ginger Ale, Inc. 
(Ginger Ale Club soda tonic), J. M. 
Mathes; Colgate-Palmolive Co. (Brisk, Vel), 
Foster. 


DYNAMIC FILMS, INC. 

Completed: Pan American Airlines (polar 
route), direct. 

In Production: Charles Antell, Inc. (Hair- 
spray), Paul Venze. 


GRAY & O’REILLY 


Completed: General Cigar Co. (White Owl 
cigars), Y&R; General Foods Corp. (Baker’s 
chocolate), Y&R; Nestle Co., Inc. (Instant 
coffee), Houston; Colgate-Palmolive Co. 
(Ajax), Houston; Cities Service Co. (gaso- 
line), Ellington; Remington-Rand, Inc. 
(electric shavers), Y&R. 


JAMIESON FILM CO. 


Completed: International Shoe Co. (Red 
Goose shoes), D’Arcy; Neuhoff Packing Co. 
(meats), C. Wendel Muench; State Fair of 
Texas (commercials), W. W. Sherrill; Mer- 
cantile National Bank, Ratcliffe; Anderson, 
Clayton & Co. (salad oil), McCann-Erick- 
son; Humble Oil & Refining Co. (gasoline), 
McCann-Erickson; Geo. H. Dentler & Sons 
(potato chips), McCann-Erickson. 

In Production: Tenilhist Co., Pams; Arkan- 
sas-Louisiana Gas Co. (gas appliances), 
Robert Butcher; J. D. Jewell, Inc. (frozen 
foods), Crawford & Porter; Continental 
Trailways Bus System, Sanders; Lee Optical 
Co. (glasses), Mayfair. 


KEITZ & HERNDON 


Completed: Cain’s Coffee Co. (Instant cof- 
fee), Lowe, Runkle; Southern Union Gas 
Co. (gas appliances), direct; Lone Star 
Gas Co. (gas appliances), EWR & R; Ameri- 
can Liberty Oil Co. (Amilico-Panhandle gas- 
oline), Taylor, Norsworthy. 

In Production: Mishawaka Rubber & Wool- 
en Co. (Red Ball shoes), Campbell-Mithun; 
Dr. Pepper Co. (soft drink), Grant; APCO 
(gasoline), EWR&R, Arkansas-Louisiana 
Gas Co. (gas appliances), direct. 


ROBERT LAWRENCE 
PRODUCTIONS 


Completed: General Electric Co. (skillets) , 
Y&R; Gerber Products Co. (baby foods), 
D’Arcy; Ronson Corp. (Ronson “66”), 
Grey; Reynolds Metals Co. (Reynolds 
wrap), Clinton E. Frank; F. S. Royster 
Guano Co. (Royster), VanSant, Dugdale; 
North American Philips Co., Inc. (Norelco 
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speed shaver), C. J. LaRoche; Gold Medal 
Candy Co. (Bonomo Turkish Taffy), Mogul; 
Union Carbide & Carbon Corp. (Eveready), 
Esty; Lever Bros. Co. (Good Luck mar- 
garine), Y&R; Ideal Toy Corp. (toys), 
Grey; R. J. Reynolds Tobacco Co. (Winston 
cigarettes), Esty; Oldsmobile Div. General 
Motors Corp. (Oldsmobile cars), D. P. 
Brother; Sterling Drug, Inc. (Bayer aspirin, 
Pepsamar & nasal spray), D-F-S-; Goodyear 
Tire & Rubber Co. (all products), Y&R. 

zn Production: Prudential Insurance Co., 
Reach-MCClinton; Imperial Tobacco Co. 
(Matinee cigarettes), Cockfield, Brown & 
Co.; Hawley & Hoops, Inc. (M&M’s) Bates; 
Goodyear Tire & Rubber Co. (Neolite), 
Compton; Aluminum Co. of America 
(Alcoa), F&S&R; Marcal Paper Mills, Inc. 
(Marcal paper products), Reidl & Friede; 
Sterling Drug, Inc. (Fizrin), Compton; 
General Foods Corp. (Siesta), Bates; Len- 
theric (Kings Men), Edward H. Weiss; 
National Dairy Products Corp. (Sealtest), 
Ayer; Lehn & Fink Products Corp. (Tussy), 
Grey; Taylor-Reed Corp. (Q. T. Frosting), 
Hicks & Greist; Sterling Drug, Inc. (Bayer 
Aspirin), D-F-S; New York Life Insurance 
Co., Compton. 


JAMES LOVE PRODUCTIONS 


Completed: Vick Chemical Co. (Cold 
tablets), Morse International. 


In Production: Boyle-Midway, Inc. (Easy- 
Off), Geyer. 


MPO TELEVISION FILMS, INC. 


Completed: Mentholatum Co. (Menthola- 
tum), JWT; King Kone Corp. (Cheese- 
wich), Manoff; Lever Bros. Co. (Whisk), 
BBDO; Ford Motor Co. (Cars), JWT. 

In Production: Chemstrand Corp. (Acrilan 
tires), Doyle Dane Bernbach; Eastman 
Kodak Co. (cameras), JWT; General 
Motors Corp. (Frigidaire), Kudner; Bulova 
Watch Co. (watches), McCann-Erickson; 
Falstaff Brewing Corp. (beer), D-F-S; Gil- 
lette Safety Razor Co., Maxon; Bon Ami 
Co. (Glass Gloss), EWR&R; General Mills, 
Inc. (Betty Crocker), D-F-S; S. C. Johnson 
& Son, Inc. (Jubilee), B&B; Standard 
Brands, Inc. (Hunt Club Burgerbits dog 
meal), Bates; Texas Co. (Texaco petroleum 
products), C&W; Welch Grape Juice Co. 
(jam & jelly), Richard Manoff; Schick, 
Inc. (shavers), B&B. 


FRED NILES PRODUCTIONS 


Completed: Texize Chemicals, Inc. (house- 
hold cleaner) Henderson; Montgomery, 
Ward & Co. (power tools), direct; S. C. 
Johnson & Son, Inc. (Johnson’s wax), 
NL&B; Quaker Oats Co. (Quaker Oats), 
Wherry, Baker & Tilden; Lan-O-Sheen, 
Inc. (household detergents), Bruce B. 
Brewer; Carling Brewing Co. (Stagg beer), 
Tatham-Laird. 


a PATIN PRODUCTIONS, 


In Production: Pillsbury Mills, Inc. (Brow- 
nie mix), Burnett; Remington Rand, Inc. 
(typewriters—opening), Compton; Libby, 
McNeill & Libby (pineapple, fruit cock- 
tail, corn), JWT. 


PLAYHOUSE PICTURES 


Completed: Falstaff Brewing Corp. (beer), 
D-F-S; San Francisco Brewing Corp. (Bur- 
germeister beer), BBDO; Ford Motor Co. 
(1958 Ford car), JWT; Big Boy Hambur- 
gers (food products), direct; U.S. Navy 
Dept. (recruiting), direct; Richfield Oil 
Corp. (Boron gasoline), Hixson & Jorgenson. 


HAL ROACH STUDIOS 


Completed: American Telephone & Tele- 
graph Co., Ayer; Bristol-Myers Co., Canada, 


Ronalds; Singer Sewing Machine Co., Can- 
ada, Ronalds; Hudnut Sales Co., Canada 
(Beauty Curl & Bliss), Hayhurst; Procter 
& Gamble Co. (Camay soap), Burnett; 
Bulova Watch Co. (watches), McCann- 
Erickson; Mars, Inc. (Mars & Milky Way), 
Knox Reeves; Nestle Co., Inc. (Nescafe), 
Houston. 

In Production: Bulova Watch Co. (watch- 
es), McCann-Erickson; General Motors 
Corp., Kudner; Mars, Inc. (Forever Yours), 
Knox Reeves. 


SARRA, INC. 


Completed: Chock Full O’Nuts (coffee), 
Grey; Campbell Taggart Associates Bak- 


eries, Inc. (Colonial & Rainbo bread), 
direct; National Biscuit Co. (Nabisco), 
McCann-Erickson; Liebmann Breweries, 


Inc. (Rheingold beer), FC&B; Charles An- 
tell, Inc. (Formula 9), direct; Procter & 
Gamble Co., Canada (Camay soap), F. H. 
Hayhurst; Pharma-Craft Corp., Inc. (Fresh 
Deodorants & Coldene), JWT; Zenith 
Radio Corp. (tv sets), Earle Ludgin; Knox 
Gelatine Co., Inc. (Knox Gelatin), Charles 
W. Hoyt. 


WARREN R. SMITH, INC. 


Completed: Duquesne Brewing Co. (beer), 
Vic Maitland ; DuBois Brewing Co. (beer), 
Bachman, Kelly & Trautman; Drake Bak- 
eries, Inc. (bread), Tandy; Rhea’s Bakeries 
(bakery products), Wm. Cohen; United 
Fund Campaign, direct; Sanitary Dairy 
(milk), Bachman, Kelly & Trautman; Jiffy 
Steak Co. (Frozen beef steaks), Tandy. 

In Production: Duquesne Brewing Co. 
(beer), Vic Maitland; Rhea’s Bakeries 
(Bakery Products), Wm. Cohen. 


SONG ADS, INC. 


Completed: Mrs. Baird’s Bakeries, Inc. 
(bread), Tracy-Locke; KHQ-tv, Devine & 
Brassard; Rancho Soup Co., Nelson-Baker; 
Arnold Schwinn & Co. (Schwinn bicycles), 
C. B. Juneau; Creomulsion Co., Tucker 
Wayne. 

In Production: Mrs. Baird’s Bakeries, Inc. 
(bread), Tracy-Locke; Creomulsion Co., 
Tucker Wayne; Borden Co. (milk), Tracy- 
Locke; Wm. S. Scull Co. (Boscul coffee), 
Tracy-Locke; Aeronaves De Mexico, Caples; 
Union Pacific Railroad Co., Caples; Kraft 
Foods Co. (cottage cheese), JWT; D 
Sunray Oil Co. (Boron motor fuel), Potts- 
Woodbury; Quality Bakers of America Co- 
operative, Inc., Dallas (Holsum-Sunbeam 
bread), direct. 


SOUND MASTERS, INC. 


Completed: P. Lorillard Co. (Kent cigaret- 
tes), L&N; Procter & Gamble Co. (Crisco 
& Cheer), Y&R; Borden Co. (Instant cof- 
fee), DCS&S. 


In Production: P. Lorillard Co. (Kent 





Crusader Rabbit, the hero of the car- 
toon series of the same name, and 
friend, Ragland Tiger, now being pro- 
duced in color by TV Spots, Inc. 


cigarettes), L&N; Standard Oil Co., Com- 
munications Counselors; Chesebrough- 
Pond’s. Inc. (Vaseline Hair tonic), Me- 
Cann-Erickson; Advertising Council (Mental 
Health), EWR&R; Borden Co. (Instant cof- 
fee), DCS&S; General Electric Co. (lamps), 
BBDO. 


SOUTHWEST FILM 
LABORATORY, INC. 


Completed: Southwestern Bell Telephone 
Co. (yellow pages), Gardner; Independent 
Packing Co. (Mayrose meats & bacon), 
Gardner; Southern Union Co. (gas applian- 
ces), direct; Zales Jewelry Co. (jewelry), 
Sam Bloom; Oklahoma Gas & Electric Co. 
(electric service), Lowe Runkle. 

In Production: Continental Trailways Bus 
System (transportation), Sanders; Metzger’s 
Dairies (milk), Sauerman; First National 
Bank of St. Louis (banking service), Gard- 
ner; Wabash Railroad Co. (transportation), 
Gardner. 


TV CARTOON PRODUCTIONS 


Completed: Leslie Salt Co., Honig-Cooper; 
Crocker-Anglo National Bank, C&W; Tru- 
Vue Co., Morton & Stanton; MacGavin’s 
Bread, McKim; Aunt Mary’s Asparagus, 
Evans, McClure; J. A. Folger & Co. (Instant 
coffee), Brooke, Smith, French & Dorrance; 
Kilpatrick Bakeries, Inc. (bread) , Reinhardt. 
In Production: Kaiser Aluminum & Chemi- 
cal Corp., Y&R; Williams Bakery (bread), 
Reinhardt; Cunningham Drug Stores, Sim- 
ons-Michelson; Wrigley Stores, Inc. (super- 
markets), Simons-Michelson; Standard Oil 


Co. of Calif., BBDO. 
TV GRAPHICS 


Completed: B. Manischewitz Co. (wine), 
Gumbinner; P. Ballantine & Sons (beer), 
Esty; Maxwell House Div. General Foods 
Corp. (coffee), B&B; Procter & Gamble Co. 
(Dreft), D-F-S; Vick Chemical Co. (Vicks 
Vaporub Cough syrup), Morse International. 
In Production: Smith Bros. (cough drops), 
SSC&B; Anahist Co., Inc. (Virisan), Bates; 
Best Foods, Inc. (H-O Oatmeal), SSC&B; 
Libbey-Owens-Ford Glass Co. (safety plate 
glass), F&S&R; Aluminum Co. of America 
(Alcoa wrap), Ketchum, MacLeod & Grove. 


20th CENTURY FOX, 
COMMERCIAL FILM DIV. 


Completed: Petri Wine Co. (wines), Y&R; 
E. & J. Gallo Winery (wines), Doyle Dane 
Bernbach; Kaiser Aluminum & Chemical 
Corp. (aluminum), Y&R; Greyhound Corp. 
(transportation), Grey; Wm. B. Reily & Co., 
Inc. (Luzianne coffee), Saussy, Walker; 
W. A. Sheaffer Pen Co. (pens), Russell 
Seeds. 


UNIVERSAL PICTURES CO. TV 


Completed: Lever Bros. Co. (Lux), JWT; 
Procter & Gamble Co. (Lava, Camay & Joy), 
Burnett; American Health Studios (reducing 
gyms), Hayes, Wooters & Troxell; E. L 
DuPont de Nemours & Co. (fabrics, color 
conditioning), BBDO; Pepsi-Cola Co. 
(Pepsi), K&E; DeSoto Div. Chrysler Corp. 
(1957 DeSoto cars), BBDO; Mercury Div. 
Ford Motor Co. (Mercury 1957 cars), K&E; 
Chrysler Corp. (Imperial & Chrysler cars), 
McCann-Erickson; Ford Motor Co. (Ford 
cars & station wagons), JWT; Continental 
Oil Co. (Conoco gasoline & oil), B&B; 
Dodge Div. Chrysler Corp. (Dodge 1957 
cars), Grant; Philip Morris & Co. (Parlia- 
ment), B&B; Colgate-Palmolive Co. (Lustre 
Creme, Deodorant soap), L&N; Liggett & 
Myers Tobacco Co. (Oasis), McCann-Erick- 
son; S. C. Johnson & Son, Inc. (Glade, 
Jubilee Wax), B&B; Philip Morris & Co. 
(Marlboro), Burnett; Kellogg Co. (Corn 
Flakes, Rice Crispies, Sugar Pops), Burnett; 

(Continued on page 69) 
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News (Continued from page 33) 3 
Car Sales 
23. Coca-Cola Co./Bottlers ; 771,200 — . 
png ong peda gaa A Saginaw, Mich., car dealer 
25. Shell Oil Co. .. eeccee. 740,200 switched to tv to tell about a 
change in franchise. 
26. Schlitz, Jos. E., Brew. Co. 707,309 In line with a trend of Chrysler 
“ poe Reccges ~~ ope oy yoieeaed Corp. to establish exclusive Ply- 
28. American Home Products 900 . oe 
29. Pepsi Cola Co./Bottlers .... 601,300 mouth dealerships ciehinnees Mies i 
30. Falstaff Brewing Corp. .. 600,100 
31. Esso Standard Oil Co. ... 591,900 
32. Nestle Co., Inc. 558,900 
33. Block Drug Co. .... + 523,000 $AROW-PLYMOUT MaPaR PARTS “T= 
34. Hamm, Theo., Brewing Co. 512,600 ; 
35. Reynolds, R. J., Tob. Co. 505,000 
36. Ballantine, P., & Sons 499,300 
37. Folger, J. A., & Co. 483,100 
= American Tebsoce Co. 466,500 kets, Sarow Sales Co. of Saginaw 
39. Pabst Brewing Co. . 465,600 
40. Phillips Petroleum Co. 450,100 went from Chrysler-Plymouth to 
Plymouth after 27 years. 
41. Wrigley, William, Jr., Co. 449,600 Although the company had 
42. Standard Oil Co. of Ind. 444,100 been in other media, the owners 
43. Burgermeister Brew. Corp. 440,700 decided that the change-over was 
44. Piel Bros., Inc. 435,600 G 
45. Heinz, H. J., Co. 427,900 » a good time to try tv. They 
: bought the twice-weekly WKNX- 
16. Hills Bros. Coffee, Inc. 408,700 Tv Sports & Weather roundup, 
47. Beech-Nut Life Savers, Inc. . 407,800 using live commercials. 
18. American Chicle Co. 397,700 a . 
: : Stat ; xec ef 
49. U. S. Borax & Chem. Corp. 389,000 = — re ee =e Al 
Se. Messthen Corp. 387 100 Schneider reports that the cam- 
paign has been “productive be- 
51. Ritchie, Harold F., Inc. 382,000 yond expectations.” 
52. Wesson Oil & Snow Drift 377,700 
53. Kellogg Company 375,400 . 
; : 54. Corn Products Refining Co. 369,600 55. National Dairy Products 367,000 
; Yes .. . be wise! When you buy pene 58 FA e ae 
3 television in the great Golden _— | 56. M. J. B.C 361.000 
read, use Channel 4-Sight. ; 7 ve lis ete ty 
SOs ee ee |__| 28 time fo roll up your sleeve... Yo 57. Fscior, Max, & Co. 351,100 
Over 100,000 TV sets 58. Seven-up Co./Bottlers 350,000 
Nearly $200,000,000 in Retail Sales 59. Lorillard, P., & Co. 345,900 
Power: Visual 100 KW 60. Williams, J. B., Co. 343,500 
j Aural 50 KW 
4 Antenna Height 833° above 61. Associated Products, Inc. 342,100 
; the ground 62. Rayco Mfg. Co. 329,900 
63. Pepper, Dr., Co./Bottlers 328,300 
64. Standard Brands, Inc. 318,400 
pt 65. American Bakeries Co. 310,400 
coLo } KANSAS 
7 
CALL TORR AED GROSS TURD: 66. Texas Co., The 297,800 
67. Carling Brewing Co., Inc. 294,500 
; i 27 a 68. Avon Products, Inc. 293,900 
i 69. Pacific Tel. & Tel. Co. 283,700 
70. National Brewing Co. 282,000 
71. Socony Mobil Oil Co., Inc. 281,300 
id : 72. Wiedemann, George, Brewing 251,000 
: -_ ‘aeeeeee 73. General Mills, Inc. 249,000 
4 -~ ] . yeu! 74. General Motors Corp. 242,300 
2 75. Best Foods, Inc. 242,000 
: CHANNEL 4 
AMARILLO, 76. Atlantic Refining Co. 241,800 
P 77. Armstrong Rubber Co. 240,500 
ae ae 78. Wilson & Co., Inc. 238,600 
CONTACT 79. Great A&P Tea Co. 223,000 
saitias i dhe wl 80. Safeway Stores. Inc. 218,200 





ANY | 
KATZ MAN | 


(Continued on page 54) 
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ALLOCATION PROBLEM. Because 
of its preoccupation with subscription 
television and its extensive study of 
network operations, we have not heard 
muca latety from the Federal Commu- 
nications Commission on a_ subject 
which not long ago was the industry’s 
chief interest. Nevertheless, it is still 
very much with us, even though its 
spectacular phases have become ob- 
scured by matters of greater concern. 
We refer to the allocation problem and 
the proceedings which it has brought 
about, via deintermixture, drop-ins 
and reassignments, to provide for more 
three-station and four-station markets 
and to reshuffle channels in such a way 
as to promote the objective of a na- 
tionwide competitive television system. 

While there is much to be desired, 
the commission has gone a long way 
toward achieving this goal. Deinter- 
mixture has been accomplished in im- 
portant areas, despite certain litigation 
problems, and the trend which was 
taking more and more uhf stations has 
been arrested. 

But more important, deintermixture 
and its corollary proceedings have 
made possible the release and reallo- 
cation of a sizable number of vhf chan- 
nels in markets where stations are 
sought. Applicants have been quick to 
file for these channels, and the result 
is that a new flock of hearings to select 
the most qualified bidders is in the 
offing. Some of them have already 
begun. 


MANY APPLICATIONS. [n hearing 
status are four applications for channel 
12 in Beaumont-Port Arthur, Tex. The 
applicants are Television Broadcasters, 
Inc.. WDSU _ Broadcasting Corp., 
KPBX Broadcasting Co. and Brown 
Telecasters, Inc. 

Also in hearing status are three ap- 
plications for channel 3 in Lake 
Charles-Lafayette, La. The applicants 
are KTAG (uhf station 
KTAG-TV), Evangeline Broadcasting Co. 
and Acadian Television Corp. 

Two applications have been filed so 
far for channel 2 in St. Louis, which 
gives this city its fourth commercial 


Associates 





Washington Memo 





vhf station. The applicants are Loui- 
siana Purchase Co. and Signal Hill 
Telecasting Corp. (KTVI-TV), which 
was granted temporary authority to 
shift from uhf pending the outcome of 
the hearings. 

Two applications have also been filed 
for channel 12 in New Orleans, which 
gives this city its third commercial v. 
The applicants are Oklahoma Televi- 
sion Corp. and Supreme Broadcasting 
Co. (WJMR-TV), which has been given 
authority to operate on vhf as well as 
uhf on an experimental basis pending 
the result of the hearings. 

Four applications have been filed for 
Channel 13 in Norfolk, Va., which will 
give this market its third vhf station. 
The applicants are Norfolk-Newport 
News Television Corp., Virginia Tele- 
vision Corp., Time Brite, Inc. (wrov 
Tv—uhf) and Peninsula Broadcasting 
Corp. (wvEc-Tv—uhf). 


MORE OF THE SAME. Three appli- 
cations have been filed for channel 6 
in Miami, Fla., which gives the resort 
area its fourth commercial v. The appli- 
cants are Publix Television Corp.. 
South Florida 
Gerico Investment Co. (witv—uhf in 
Fort Lauderdale). 

Three applications have also been 
filed for channel 10 in St. Petersburg, 
Fia., which gives the Tampa-St. Peters- 
burg area its third commercial v. The 


Florida Gulf Coast 


Amusement Co. and 


applicants are 


Broadcasters Inc., Sun Coast Broad- 





















casting Corp. and City of St. Peters- 
burg (WSUN-Tv—uhf). 


Four applications have been filed for 
channel 8 in the Tri-City area of 
Davenport, lowa, Rock Island, IIL, and 
Moline, Ill., giving this market its third 
v. The applicants are Community Tele- 
casting Corp., Tele-Views News Co., 
Inc., Midland Broadcasting Co. and 
KSTT Telecasting Co. 

Three applications have been filed 
for channel 2 in Terre Haute, Ind., 
which gives this market its second vhf 
station. The applicants are Illiana Tele- 
casting Corp., Cy 
Wabash Valley Broadcasting Corp. 
(WTHI-TV), which desires to shift from 


Blumenthal and 


its present location on channel 10 if its 
channel is shifted elsewhere. 

Three applications have been filed 
for channel 5 in Weston, W. Va. (Fair- 
mont area), a facility which had been 
reserved for educational use. The ap- 
plicants are West Virginia Radio Corp., 
Telecasting, Inc. and WJPB-TV, Inc. 
(uhf). 

Three applications have been filed 
for channel 6 in New Bedford, Mass. 
The applicants are E. Anthony & Sons 
Inc., Eastern States Broadcasting Corp. 
and Wilson Broadcasting Corp. And 
there are two applications for channel 
11 in Houma, La. The applicants are 
St. Anthony 
WTVJ, Inc. 


Television Corp. and 


DOZENS OF PROPOSALS. Since the 
first deintermixture actions were taken, 
the commission has received dozens of 
proposals to shift, reshuffle, substitute 
and reassign channels in various cities. 


(Continued on page 69) 





News (Continued from page 52) 


81. Regal Pale Brewing Co. . 215,900 
82. Curley, Robert, Ltd. 215,700 
83. Paxton & Gallagher Co. 215,300 
84. General Cigar Co. 215,200 
85. Seager, Helaine, Co. 211,700 
86. Chesebrough-Ponds, Inc. . 210,500 
87. Harrison Labs. ee og 210,000 
88. Sealy Mattress Co./Dlrs. 204,800 
89. Duncan Coffee Co. 203,700 


90. Langendorf United Bakeries 201,000 


91. Ex-Lax, Ine. 199,500 
92. Coty, Inc. . 198,200 
93. Reily, Wm. B., & Co., Inc. 196,200 
eh eee 193,400 
95. Maybelline Co. 191,000 
96. Curtis, Helene, Industries 188,800 
97. Borden Co. . 188,000 
98. Ralston-Purina Co. 185,400 
99. Liebmann Breweries, Inc. 183,800 
100. Interstate Bakeries 182,800 


BPA Drive 


Eli Henry, director of advertising 
and promotion for ABC’s central 
division (wBKB Chicago headquar- 
ters), is hard after one objective as 
he takes over as president of the 
Broadcasters’ Promotion Assn. 

Says Mr. Henry, “Those of us who 
were together November 1 and 2 (at 
BPA’s Chicago seminar) are firmly 
convinced that one of the major con- 
cerns during the next 12 months is 
a concentrated drive for increased 
membership. Our __ representation 
shows a coast-to-coast makeup, but it 
is far below the number we need to 
make the real impact of BPA felt on 





Rate Changes 


Changes in basic rates have 
been announced by the networks 
as follows: 

ABC-TV has increased the rate 
of weny-Tv Carthage, N. Y., from 
$200 per evening hour to $225. 

CBS-TV has increased basic 
hourly rates as follows: KFVS-TV 
Cape Girardeau, Mo., from $450 
to $500: wpBo-tTv Orlando, Fla., 





from $450 to 500; weaL-Tv Lan- 
caster, from $1,200 to $1,350; 
WHYN-TV Springfield - Holyoke, 
Mass., from $350 to $450; w-TEN 
Albany from $725 to $1,000. 
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Retiring president David Partridge 
(r.) extends good wishes to his suc- 
cessor, Ell Henry (l.), after Mr. Henry 
was elected to head the Broadcasters’ 
Promotion Association during the com- 
ing year. 


the representatives of the advertising 
and broadcasting fields. 

“Our membership committee, with 
the aid of every BPA member, has 
as its major aim during the next 12 
months the execution of a plan which 
they hope will more than double the 
current membership status. I  sin- 
cerely feel that with this highly-geared 
activity by the membership commit- 
tee, the third annual seminar, which 
will take place in St. Louis, will 
register a tremendous gain for our 
organization.” 

Mr. Henry, in describing the overall 
purpose of the organization, suggests 
a slogan, “BPA—Better Promotion 
Ahead” If our organization 
should adopt such a slogan; if our 
growing association can work sin- 
cerely toward that goal; if BPA con- 
tinues to gain recognition among 
leaders in the advertising and broad- 
casting fields—we will have made 
decided progress. 

“I believe that every member of 
the association wants to do his or her 
best to upgrade promotion efforts. It 
has been our purpose since BPA was 
formed to gather in constructive con- 
ferences, whereby those attending can 
be made aware of overall activity and 
progress in the field of promotion. 
Comment from within and outside of 
the association leads us to believe that 
both our first and second seminars 
have, to a great extent, made it well 
worth while to have attended the two 
Chicago sessions.” 

BPA, of course, has another ob- 


jective. David Partridge, ad and pro- 
motion director of Westinghouse and 
outgoing president of BPA, cited that 
objective when he was incoming: to 
give promotion people more status 
with their station bosses. 

The new president has held his 
ABC post since April 1953. Before 
that, he was publicity director for 
ABC’s AM & TV networks’ central 
division. He joined the network in 
October 1943. He had been publicity 
director of wis Chicago and wTaQ 
Green Bay, Wis. 

He’s won promotion awards from 
Variety, Billboard, Radio-TV Daily 
and citations from several agen- 
cies, including J. Walter Thompson, 
Leo Burnett, BBDO, Knox-Reeves, 
Tatham-Laird and Young & Rubicam. 

He’s been a member of the Pub- 
licity Club for more than a decade, 
and also the Headline Club, Press 
Club, Sigma Delta Chi, Sigma Chi 
and is, of course, a charter member of 


BPA. 


Daytime Gain 
Largest increase in daytime viewing 
from March 1956 to March 1957 came 
(Continued on page 70) 





KATY Fire 


The same Little Rock studios 
that carried the speeches of Gov. 
Orval Faubus during the heated 
integration crisis there were com- 
pletely destroyed by fire at the 











sable Sata 





beginning of the month. The 
station, KATV, kept operating 
without interruption from its 
Pine Bluff facilities. In fact, KATV 
was one of the first stations to 
have studios in two cities. Pre- 
liminary estimate of the damage 
is placed at $500,000. 

















TELEVISION AGE 


nlike the weather, nobody talks 

much about barter out loud, 

but a lot of people are doing 
something about it, even if it’s only 
giving it quiet but serious considera- 
tion. And, as a matter of cold, hard 
cash-fact, several advertisers are giving 
barter more than serious considera- 
tion. They are using it. 

A clear-cut indication of this is seen 
in the creation of Regal Advertising 
York, whose an- 
nounced purpose is “to buy television 


Associates, New 
time for a selected list of clients mostly 
through the bartering technique.” As 
pointed out in Tele-scope Nov. 4, the 
new agency has three clients who will 
spend approximately $4 million in a 
film-for-spots barter. The agency, at 
press time, was able to reveal only that 
one of these advertisers, Silf Skin, Inc., 
a manufacturer of foundation gar- 
ments, is lining up buys in 125 mar- 
kets and eventually hopes to go into 
a total of 200 cities. The other two 
clients should be known momentarily. 
But Charles Weigert, who with Sidney 
Barbet is a partner in the agency, told 
TELEVISION AGE that each of the other 
two will also have large-scale cam- 
paigns and both of them have been 
non-barter spot users. 

Mr. Weigert also revealed that since 
the formation of the agency, about a 
month ago, he has had inquiries from 
as many as six advertisers. “There cer- 
tainly seems to be an eagerness for 
barter,” he said. 
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a review of 
current activity 
in national 
spot tv 


The Regal executive also stated that 
stations are receptive to his new ven- 
ture. And so, too, are film distributors. 
“We have access to the best syndicated 
film, half-hours as well as features. 
After all, we can do a job for the syn- 
dicator, especially in the smaller mar- 
kets. In these, the distributors are 
finding it hard to move their films, 
because there are so many available 
to the stations. A cash sale is remote. 
That’s where we step in and help the 
distributor and, of course, at the same 
time, the station, the agency and the 
client. In fact, unless all of the parties 
in the transaction are satisfied, we don’t 
consummate it.” 





Grace Porterfield, timebuyer at Ben- 
ton & Bowles, Inc., New York, on 
the ever-active General Foods Instant 
Maxwell House Coffee account. 





REPORT 


The agency is confident that it will 
“We have re- 


fused new clients at this time, until 


take on more clients. 


we get our present trio all set up,” 
Mr. Weigert concluded. 


AMERICAN OIL CO. 

(Joseph Katz Co., N. Y.) 

The company will be doing spot, as it is 
now, but it may be doing much 

more if it does drop its sponsorship 

of Person to Person, as uncon- 

firmed reports suggest. 

The final decision on the Murrow show 
should be announced momentarily. 

At the same time, the extent of the spot 
plans should be known. Ed Fonte, media 
director, is the contact. 


ANAHIST CO., INC. 

(Ted Bates & Co., Inc., N. Y.) 
There has been activity in several 
markets, but only to make adjustments on 
account of the time changes. In 
instances where the return to standard 
time put spots in lower classification 
times, the company bought more announcs 
ments to keep up with the budget 
allotment. The ANAHIST schedules 

will keep their status quo now until the 
end of the year, at which time the 

new budget may cause some further altera 
tions. Chet Slaybaugh is the 

timebuyer. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Advertising, St. Louis) 

As previously disclosed, this company has 
announced that its 1958 

advertising budget will h't $12 million. 
Spot tv should get a goodly share of 
this hefty amount. Buying is just about 
getting under way and the placements 
will start early in the year. Harry Renfro 
is the top man in the buying department. 
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GETTING THE MOST FROM 
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Good Films are 
Only HALF the story 


If you have complete system equipment to provide 
showmanship in your film programming, you'll be ready 
for bigger film profits. That's why it’s a good idea to 
take a long look at your station's film room facilities 
before you invest a lot of money in films. 
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IMIYOUR FILM DOLLAR... 








How an RCA Film System 
Will Enable You to Spark 
and Hold Viewer interest 








Here’s how one of the most successful users of film shows gets excellent 
results. He employs several carefully planned steps made possible by 

the use of an extremely versatile film system. First, the program 

starts with a 20-sec. film commercial followed by a 10-sec. VSI—fading 
to a 30-sec. film teaser strip. The feature is then announced with a 
super-imposed “presentation” slide with record music. Feature is 
begun and film commercials are inserted at appropriate times 

to the end of the showing. This kind of expert programming 

that sustains audience interest is only possible with the proper 
combination of film equipment. 


You have creative people who can do a similar job for you if given 

the right tools. An RCA Film System will provide them with these tools. 
It will enable you to offer a variety of film presentation formats for 
sparking and sustaining program interest. It will also help 

you prepare for future expansion. 





Lack of long-range planning will obsolete equipment 
before its time . . . leave you unprepared for color. 
Investigate the quality and cost-saving of an RCA Film 
System—we'll be glad to help you check at typical 
stations. And ask the RCA Broadcast Representative to 
show you our latest film literature. 





hen 


RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk(s) ® 


In Canada: RCA VICTOR Company Ltd., Montreal 
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flavour 
... always 


HIGHLAND CREAM 





right 
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BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 
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Barron Appointment 


Frank Barron, associated with 
the sales staff of wyw-tv Cleve- 
land since June 1953 and local 
sales manager of the station 
since January 1956, became the 
latest addition to the national 
sales staff of the Storer Broad- 
casting Co. when he assumed 
the post of national sales repre- 
sentative for WvUE Wilmington, 
newest Storer station, on Nov. 1. 

Mr. Barron, whose successor 
at WJW-TV has not yet been an- 
will make his head- 
quarters in New York, serving 


nounced, 





under Maurice E. McMurray, 
national 
Storer. 


sales director for 








ANHEUSER-BUSCH, INC. 
(Gardner Advertising, Inc., St. Louis) 
BUSCH-BAVARIAN will get its 

share of the big Anheuser advertising 
budget for 1958. Although most 

of this will go for the products sponsorship 
of the St. Louis Cardinals baseball 
games, there should be other spot activity, 
especially in new areas 

where the company will introduce 
BUSCH-BAVARIAN Grace McMullan, 


chief timebuyer, is the contact. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


As indicated in Spot Report Oct. 21, there 
will be much spot activity 

here during 1958. The plan is for 

the company to go in for several short 
spurts during the year. These 

will be placed in the top 50 markets. Sol 
Israel is the timebuyer. 


ART CRAYON CO., INC. 
(Friend-Reiss Advertising, N. Y.) 


The Company has started its spot 

efforts in New York and Philadelphia. More 
is anticipated, with the 

next schedules expected to appear 

in West Coast markets. 

Ed Ratner, vice president and tv-radio 
director, is the contact. 


BOWEY’S INC. 

(Sorenson & Co., Chicago) 

The company is running a two-week 
campaign in a few markets 

for its DARI-RICH EGG NOG for the 
appropriate season. Dorothy Sarner is the 
timebuyer. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


The present saturation campaign started first 
in New York and then spread into 


16 other markets, with minutes, 20’s and 
ID’s on film. The other 

markets are: Atlanta, Boston, Charlotte, 
Dallas-Ft Worth, Buffalo, Chicago, 
Cleveland, Detroit, Kansas City, Los 
Angeles, Philadelphia, 

San Francisco, San Antonio, St Louis, 
Toledo and Washington. Leo La 

Montagne is the timebuyer. 


CDR ROTORS 

(Friend-Reiss Advertising, N. Y.) 
Spot schedules for this product are running 
in the smaller markets 

where signal-boosting is appreciated. The 
firm is using three one-minute 
announcements per week for 26 weeks 
in about 40 markets. Ed Ratner vice 
president and ty-radio 

director is the contact. 


CHANEL, INC, 

(Norman, Craig & Kummel, Inc., 
N. 

In December this perfume will 
institute a short campaign in New 
York. Mrs. Rene Ponik Pavlick is the 


timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


The company has renewed its sponsorship 
of the CBS Television Film Sales 








DEC. 7 





AMARILLO, TEXAS 


Venard, Rintoul 
and McConnell, Inc. 


Clarke Brown Co. 


























PAUL ZAPPERT moves into the 
position of media director in line with 
the operations expansion at Gore 
Smith Greenland, Inc., New York. He 
will be buying time for all the agency’s 
accounts, among which are Ozrow and 
Emerson Radio & Phonograph. Most 
recently print buyer at McCann- 
Erickson, New York, Mr. Zappert had 
previously been with the media depart- 
ment of Compton Advertising, that 
city. 


JEANNE SULLIVAN, who had 
been chief timebuyer at Norman, Craig 
& Kummel, New York, is no longer 








RENEE PONIK 


with the 


agency. 
PAVLICK, Miss Sullivan’s assistant, 
is filling in. 


TED GRUNEWALD, vice president 
and director of television and radio 
at Hicks & Greist, New York, has 
been elected a director. 


JOHN COLE has joined the media 
department of Needham, Louis & 
Brorby, Chicago, as assistant director 
of broadcast facilities. He was for- 
merly with McCann-Erickson, that 
city, in a similar capacity and prior 
to that with Campbell-Mithun in Min- 
neapolis. 








series, Whirlybirds. The company has 
been running the films in 58 markets in 
the south and southwest. John Nuccio 

is the timebuyer. 


COTY, INC. 

(Heineman, Kleinfeld, Shaw & Joseph, 
Inc, N. Y.) 

The company has come in with its 
special Christmas drive and is using 
announcements in around 20 markets. 

Alice Ross is the timebuyer. 


FAMILY CIRCLE, INC. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 
This magazine is running schedules 

in several markets for two days only— 
Nov. 21 and 22. Peter Triolo is the 
timebuyer. 


Personals 


DAN KANE will be buying time, 
as well as supervising, in his newly 
appointed capacity as media director 








—radio and television at Ellington & 
Coe Inc., New York. He will continue 
to handle Vick Chemical and Houbi- 
gant perfume. 


CLIFF BOTWAY, associate media 
director at Dancer-Fitzgerald-Sample, 
New York, is leaving the agency. 


JOAN SHELT, GLORIA MaA- 
HANEY and CARRIE SENATORE 
have been assigned as timebuyers on 
Ford at J. Walter Thompson, New 
York. The Misses Shelt and Mahaney 
have been with the agency in other 
capacities, while Miss Senatore comes 
to JWT from Batten, Barton, Durstine 
& Osborn and a six-month European 
sojourn. 











CECELIA ODZIOMEK, formerly 
assistant to Beverly Haldeman at the 
Chicago office of Compton Advertis- 
ing, has been appointed timebuyer. 





HARRISON LABORATORIES, 
INC. 
(Product Services, Inc., N. Y.) 


The company is continuing its buying. 

It also ran participations 

on NTA Film Network’s 63-station 

lineup of Shirley Temple 

Holiday Specials and during Christmas 

week it will use the same network’s 
Premiere Performance over 134 stations. 
Ben Pettick and Leo La Montagne are the 
timebuyers. 


G. HEILEMAN BREWING CO. 
(Compton Advertising, Inc., Chicago) 


This beer company will be sponsoring 
Ziv’s newest half-hour film series, 

Sea Hunt, in nine midwestern markets. 
It will take on full sponsorship for 52 
weeks in Chicago, Rockford, Green Bay, 
La Crosse and Milwaukee. It will have 
alternate sponsorship of the series. 


for 52 weeks in Cedar Rapids-Waterloo, 
Eau Claire, Madison and Wausau. 
Andy Zeis, media director, is the contact. 


IDEAL TOY CORP. 

(Grey Advertising, Inc., N. Y.) 

In addition to the schedules 

covered in Oct. 7 Spot Report, the 
company ran participations on NTA Film 
Network’s 63-station lineup of 

Shirley Temple Holiday Specials 

Dorothy Houghey is the 

timebuyer. 


LEVER BROS. CO. 

(Ogilvy, Benson & Mather, Inc., N.Y.) 
There was talk that DOVE schedules were 
running in several markets. But a 
follow-through revealed that the company 
bought only in St. Louis for nine weeks, 
and that will be all it will do until the 
first of the year. The exact plans 
after that time are still not known. 
Janowicz is the head timebuyer. 


Ann 


P. LORILLARD CO. 

(Lennen & Newell, Inc., N. Y.) 
The company has transferred its KENT 
and NEWPORT activity from Young 

& Rubicam to this agency quicker 





THE 
LAUREL 
AND 
HARDY 
SHOW 


Gets Top Ratings on 
WCBS-TV, New York 


a 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 






4 


\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 
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CHANNEL 12 
Clarksburg, W. Va. 





e A fabulous week for 2 at 


THE GREENBRIER 


White Sulphur Springs, W. Va. 


@ ELECTRIC-EYE MOVIE CAMERA 
By Bell and Howell 

e@ POLAROID LAND CAMERA 

e 12 other wonderful prizes 


USE THIS INFORMATION TO 
help you name the symbol of Clarks- 
burg’s new high-power TV station 
e Covers the virgin market of Cen- 
tral W. Va. (Clarksburg—Fair- 
mont—Morgantown ) 
Rich in coal, oil and gas 
e Untouched to date by a direct TV 
signal 
e Captive audience—666,315 popula- 
tion 
e Buying income $1,119,746,000 
e $200/hr. AA network time: $250 
national spot 


Contest open to all readers of this 
magazine. Ends January 5, 1958. 


MAIL YOUR ENTRY TODAY TO 


WBOY-TV 


CHANNEL 12 





Exclusive in Clarksburg, W. Va. 


jt81¢ INTERCONNECTED 


| 
| 
| 
| 
| 
| 
| 
| 
| George Clinton, Gen’. Mgr. Rep. by Avery-Knodel 
| 
| 
| 
| 
| 
| 
i 
| 


fi A Member of The Friendly Group 


| suggest the following name: 








Company. 





Address 
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CBS-TV Shifts 


The cBs-tv Spot Sales an- 
nounces some staff shifts and an 
addition. 

Three account executives 
change offices: Ray Beindorf, 
Chicago, is transferred to New 
York; Robert H. Perez, San 
Francisco, moves to Chicago; 
and Frank Beazley, at o. & o. 
KNXT, goes to the San Francisco 
office. 

Walter Moore, for four years 
a salesman for WAGA-Tv Atlanta, 
joins the 
Atlanta. 





spot sales office in 








than planned. Lennen & Newell has made 
placements in some markets for 13 

weeks that began Nov. 11. Included 

are five-minute sport shows in late-night 
times. Len Tarcher is the timebuyer. 


MONSANTO CHEMICAL CO. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

Again for this Christmas season, the 
company’s plastic division is placing 
announcements for its toys in a limited 
number of markets. Phil Morrow is the 
timebuyer. 


NESTLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 


A six-week campaign started Nov. 

in a handful of major markets thy 
INSTANT MAGGI PROTEIN DRINK. 
Richard McClennahan is the timebuyer. 


N.Y.) 


OZROW PRODUCTS CORP. 
(Gore, Smith & Greenland, Inc., N. Y.) 


As indicated in Spot Report Sept. 23, 
this maker of a new car wash has 

started a spot drive in 16 markets. Ozrow 
is using daytime announcements which 
will run into Christmas. Next year it 
will enlarge and use network participations 
but also spots. The latter will probably 
hit as many as 38 markets, and the 
company will try to place at night. 

Carole Pitkin is the timebuyer. 


PHILLIPS-JONES CORP. 
(Grey Advertising, Inc., N. Y.) 


The maker of VAN HEUSEN shirts used 
participations on NTA Film Network’s 
63-station lineup of 

Shirley Temple Holiday Specials. 

It also bought six weeks, beginning 

Nov. 10, of participations in the Network’s 
Premier Performance. Jack Cummings 

is the timebuyer. 


LYDIA E, PINKHAM MEDICINE 
co. 
(Cohen & Aleshire, Inc., N. Y.) 


This advertiser's schedules expire at the end 
of this month, and, as usual, it will take 
a hiatus until the first of the year. 
Unless there is a change in policy, 

not foreseen at this time, Pinkham will be 
back in the same markets in early 1958. 
Robert Kelly is the timebuyer. 


PONTIAC MOTOR DIVISION 


(MacManus, John and Adams, 
Bloomfield Hills) 


The big $2-million spot drive for the 
model that was reported in Spot 
Report July 29 has gotten under way. 
Some areas didn’t start on the exact 
date, Nov. 4, but did a short while 
thereafter. Charles Campbell is the 
timebuyer. 


new 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


P&G has started another campeign, 
this one for IVORY SNOW. Alan Yoblon 


is the timebuyer. 


ROTO-BROIL, INC. 
(Associates Advertising Services, N.Y.) 
This outfit has bought minutes in the 


BIG and still growing 


© Survey after Survey of 14 
counties indicates Uncontested 
Dominance of Northern Iilinois- 
Southern Wisconsin area by 
WREX-TV. 


© Combined rural and industrial 
following . . . ideal for test 
campaigns. 


WREX-TV 


“Tope tu 


sales power! 


WREX-TV — “‘The Viewers’ Choice’ 
DELI °=RS your message to the buyers 


s rich industrial and agricultural 
tent high quality in produc 


otion and merchanc a re) 
and program 
ped. 


cons hay rr R for 
REX-TY story 


J. M. BAISCH, General Manager 
REPRESENTED BY H-R TELEVISION, INC. 
WREST Vv 


CHANNEL 133 


© Gl 


ROCKFORD 
ILLINOIS 











New Horizon show over WEWS 
Cleveland and wxyz-tv Detroit. 
Lipman, partner, is the contact. 


Robert 


SEAMPRUFE, INC. 
(Frances, Morris & Evans, Inc., N. Y.) 


This manufacturer of lingerie intends 
to return to national advertising 

and in the process will be using spot tv. 
At this point, they intend to try some 
tests around the first of the year. 

The markets have not as yet been selected 
but they probably will be in a few of 
the areas where the company has its 
strongest distribution such as 

Los Angeles, Tulsa and in the south. 
These tests, if successful, will be 
followed by more extensive activity. 

Al Frances, president of this 

new agency, is the contact. 


SCUDDER FOOD PRODUCTS, 
INC. 

(Mottl & Siteman Advertising, Inc., 
Los Angeles) 

This company has renewed its sponsorsh'p 
of the CBS Television Film Sales film 
series, Whirlybirds. As it has been 
doing for the past six months, the 
company will run the new episodes in 
California markets. Jacque Molinaro 

is the timebuyer. 





HOW BIG? 


27.4% 


MORE 
HOMES REACHED 
DAILY... 






than by the other 
Rochester Channel. | 
Nielsen’s figures tell 
our story better than 
anything we can say. 
No blue sky, you get 
the most mileage for 
your advertising dol- 
lars in the rich 13- 
county Western N.Y. 
area served by 
WROC-TV, on Chan- 
nel 5. 

WROC.-TV and only 
WROC-TV can guar- 
antee maximum cir- 
culation throughout 
the Rochester area’s 
307,750 television 
homes. 


Represented Notionally by Peters, Griffin, Woodward Television Soles 





Rochester's FIRST Station 





a staTION 
Rochester Breadeasting Center . Rechester 2 NY > BUUer sseco 











SOURCES Sales Management Survey 1956, Nielson No. 2 Spring 1956 








Leo La Montagne, Product Services, 
Inc., New York, timebuyer, has been 
placing for Bymart-Tintair, Inc. and 
Harrison Laboratories, Inc. 


SLENDERELLA 
INTERNATIONAL 
(Management Associates, Inc., 
Stamford, Conn.) 


The company dropped out of radio and 
newspaper and kept tv only for three 
weeks in Philadelphia, Atlanta, Houston, 
Tampa and Kansas City, starting either 
Nov. 4 or 11. The idea is to test the 
impact of tv only. This test will have great 
bearing on Slenderella’s 1958 media 

plans. John Curran is the timebuyer. 


SMITH BROTHERS 
(Sullvan, Stauffer, Colwell & Bayles, 
Y.) 


Mi 


Inc., N 


In addition to the schedules 

reported in Oct. 21 Spot Report, the 
company ran participations on NTA Film 
Network’s 63-station lineup of Shirley 
Temple Holiday Specials. 

William Abrams is the timebuyer. 


New Agency 


Two broadcast veterans have 
formed an ad agency in Indian- 
apolis. 

William F. Kiley, 
general manager of WFBM-AM-TV, 
and Ted 
Nicholas, for 
16 years in 
radio and tv 


formerly 


sales, have 
opened Kiley 
& Nicholas in 
the new Col- 
lege Life In- 
surance 


Bldg., 3445 





Central Ave. 

The new agency is handling 
advertising for 18 companies in 
central Indiana. 

















Only ONE 


Continental Divide 


is atop the 


Serving both the Atlantic and 
Pacific Sides of America 


KXLF - TV4 


Butte 


Montana 





Northwest Broadcasters 








WGR-TV 








ABC AFFILIATE CHANNEL 2 


| TRANSCONTINENT TELEVISION CORPORATION 
Peters, Griffin, Woodward, Inc. 
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. 4 er 5 Rochester. These placements are mostly 
: around Mickey Mouse times and will 


M FE M 0: Unusual Prize a nee: Phyllis Brodie 
1 | i is the timebuyer. 
TIMEBUYERS! wcau-Tv Philadelphia used its : ve 
J. B. WILLIAMS CO. 


own facilitiés to create an un- me ; 
. (Parkson Advertising, Inc., N.Y.) 
usual prize for a late film show : wee? 
The company is looking into sports shows 


Your Best WV B contest. in 25 or more major markets for 
. next year. Ruth Bayer is the timebuyer. 


Contestants answered motion 


H picture crossword puzzles which on =e 
in Northeast Penna. Ce alee 


appeared in 


’ Bulletin. The top prize they were = 
WILK-TV § after was a sound motion picture = WDxX I-TV 
wr featuring the winner and family 
114 Million Watts with narration by a station per- JACKSON, TENNESSEE 
sonality. 
The film—won by a 12-year- 
old Philadelphia girl—becomes 


brings the best of the exclusive property of the 


winner. She is also being given 
ABC TV a projector to show it and a 

camera to take future pictures. 
All the exciting new programs of ABC's The station is supplying photo- 


new season will be on WILK-TV. graphers and engineers, a direc- 
tor and script for the initial film. 


Wile! i Wilkes-Barre STATE FARM MUTUAL 


AUTOMOBILE INSURANCE CO. 

















(Nation’s Most Powerful) 














Covering half million 
people in the mid-South 


CHANNEL 7 
Represented by Venard, 


Rintoul & McConnell, Inc. 


























WUT ALLL ALLL ALA 


Scranton 


















Call Avery-Knodel, Inc. (Needham, Louis & Brorby, Inc., 

Chicago) weil 

The company is promoting a new 

plan to help folks finance new cars ~ 

and is using tv network show, NBC-TV’s ON THE AIR ow 

Red Barber’s Corner following the KINDERGARTEN | §a| a 

Friday-night fights. But in 17 markets 9:00 A.M. oy 

where the show does not go it is using oan 

spots. Don De Carlo is the timebuyer. cia aa shins a7, on 
; ; A ee ae Fi 

STELLA D’ORO BISCUIT CO., Ss fii? = 

the SS Lv 

INC. | 

(Carlo Vinti, Inc., N.Y.) Child ) THE xs 

This firm is just starting schedules of Participati 

minutes and 20’s over WABD and WOR-TV articipation OPER 

New York. Other markets are expected will R00 

to be added later. Carlo Vinti, president, is Deliver oa 


the contact. 


1,000 HOMES 
STERLING DRUG, INC. 


(Dancer-F itzgerald-Sample, Inc., N.Y.) 4O 
The company has made additional buys for 
for its PHILLIP’S MILK OF MAGNESIA 


in about 30 markets to run until the 
end of the year. Frank Moriarty is the 


Source, June ‘57 ARB 260 time rate 




















timebuyer. 
recognising the BIGNESS of WMUR-TV. 
recognizing the o! 
Every day — more National Advertisers are TONI, INC. 
‘Aud ich nearly 1,000,000 TV homes in Th si 
Central Area of New England WMURTV is (North Advertising, Inc., Chicago) 
re ie —_ 2 > cost, fine program- In addition to its other activities on tv, 
EXCLUSIVE COVERAGE in C.A.N.E. for the the company used participations 
Geveland Browns Professional Football on NTA Film Network’s 63-station lineup 
Call your  SORSCS office for detailed in- of Shirley Temple Holiday Specials. : 
formation Tom Barrabrant, media supervisor, om wa ; 
is the contact. HUNTINGTON-CHARLESTON, W. vA. 
SPORTS NETWORK, INC. | WBC. NETwoRE 
TRANSOGRAM. INC. Affiliated with Radio Stations 
2 ” . WSAZ, Huntington & WKAZ, Charleston 
IWMUR-TYV| owen (Lester Harrison, Inc., N.Y.) LAWRENCE H. ROGERS, PRESIDENT 
This toy firm’s campaign got under way C. TOM GARTEN, Commercial Manager 
Manchester, N. H. around Nov. 4 in New Haven, New Orleans, Represented by The Katz Agency 


Harrisburg, Lancaster, Louisville and 
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you are confident that the gist of your story 
is right there at the point of comparison... 


to remind your prospects of the values they’ve read about 
in your promotion and heard from your representatives. 


with your Service-Ad in Standard Rate & Data 


you are there 


Selling, by helping people buy! 


S$ — DS Standard Rate and Data Service, Inc. 
1740 Ridge Avenue, Evanston, Illinois 
Sales Offices: New York * Evanston * Los Angeles 
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MONDAY-FRIDAY 
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ABC 
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NBC 





























seatan. Inc. & 
U.S. Time Corp. 


United States 
Stee! Hour 
United States 
Steel Co. 
«L) 








a e T 
Vi | ces 7-10 a.m. 
9:15 Mere ng News Various 
7:45-8 Sponsors 
Age ate sae 
Cant o0- 8:88 
} 9:45 Various sponsors 
Network Program é 
Gus - poe 
Chart 06:00 x 
Garry Moore Arlene Francis 
M.-Thu. Capt. Kangares Goudy Risty 
Key: All times shown are Eastern Standard 10:15 10-10:30 (b) 9:30-45 Partic. Sweets (alt.) 
Fri., 10-1130 wae 30 Cont’! Baking 
s* 9:45-10 | Tretens 
10:30 » - 
betes °' Hunt Mi Mouse —_ Gang 
* Minnesota Minin, 
10:45 >eneral Foods (alt.) . 
F et aad (ok =) 
11:00 | __ Saeeew _ we 
M.-Thu.. 
10 :30-11:30 Price ts Right Susan's Show “ 
8:15 co) = aust. Gen. Foods 
(Lt) + oe 
11:30 + 
; Capt. Gallant 
De You Trust Your Wife: Firestone In- Truth Or 
dustrial Prods. 11:45 sien os Playhouse —_ 
CBS—Arthur Time 10:30-45 «t) Ms* sust. 
; Tu.—Gen. Colgate qt) 
12:00 + “ Mote 
‘osmopol Tie Tac Dough 
MS* 12-1 True S' 
— Bristol-Myers ; acraf' qb) rue Story 
alt. wks, Peter a Wed.— Bristol Myers: §2:15 & Jimmy Dean Sterling c 
Thu.— Gen. Foods. 11:15-30: Mon. Love of Life MSs* Show (t) 
—Gen. veoh: Wed. —Sristel- Am. os phemeenees oust. 
§2:30 y - 
Search For It Could Be You 
-—sust, «@) Detective Diary 
Sun —sust.; Tu.—Si a i : Tomorrow 
—Atlantis ‘Sales alt. wks. sust.; ‘Thu, 12:45 ca... aS Ms* — 
The Guiding Light 
«(b) 
1:00 ——- + 
Clese-U 
1:25-30 P.M. P es seal 
ical. 1:15 (t) Gen. Mills 
Continued on page 72) Network News (alt. wks.) 
| Sust. Nestle 
MONDAY TUESDAY WEDNESDAY THURSDA 
ABC css NBC ABC ces NBC ABC ces NBC ABC 
CBS-TY News | Ronson Co. WBS Howe CBS-TV News 
Lt rown & 
Williameo vi CBS-TV News Ly Williamson NBC News 
Sports Focus Williamson Whitehall Tobacco sust. 
«L) ee... A a 
CBS-TV News Sports Focus 
pbs (w) “i 
rown Focus » —__ 
Joha Daly Williamson me ad John Daly CBS-TV News “i 
‘obacco CBS-TV News John Daly 
Whitehall Amer. Chicle Williamson (L) 
. Tobacco 
American —— - The Price 1 Ch Name That Tune Nat “King” 
Bandstand son rice ts inne 
(Wildrest on Gm, _Pleetric kod mic > a ny Seal’ | ag = 
, (C-L) $:30 , Inc. 
(F) Speidel (alt.) (ait: wks.) (alt. wks.) Coop. Gtengtnd a). ne 
Burns & Allen | (F ) 4 
Camtation corte yoke Sugarfoot MB ll folie 4 be *a pests ’ The Big Record s a c Zorre 
erby s rac e. 
Guy Mitchell Gen. a Warner Lambert Am. Chicle Br e4 — Rate Peter » Foods Oldsmobile alt. Edsel Div. of (F) 
; ; Gen. Mitts Armour 8-8:30 Ford Motors AC Spark Plug jy. 
Max Factor I So cy Resnolde Metals ny Lewis Howe Seven-Up 
(Ly Arthur Godfrey's Kellogg 8:30-9 
Tale Seoul —Eve Arden Show ee ae OE = wi ee a — 
Lever Alt. Wks. ; =e 
Bold Journey Lipton Tea Tales of Weils yatt Ear ulton Gobel ather The R 1 mecor 
Ralston-Purins D Procter & Gambl George Gobe Tombstone Terr. B. — 8:30 
(*) (alt, wks.) tin “Gen. Mills | To Tell The Truth bw Bristol-Myers The Millionaire Knows Best Sylvania 
Tont Amer. Tobacco (F) Pharmaceuticals RCA (F) Colgate- Scott Paper Co. 
(alt.) Buick in. Whirlpool Palmolive - 
- —n — = = So 
Voice of Firestone 
Firestone — ree _ Twenty-One Broken Arrow Lucille Ball & Ady. of Ozzie 7 Kraft Pat Boone on 
«L) Gen. Foods Pharmaceuticals Miles Labs. Desi Arnaz Show Meet McGraw Eastman. Kodak Theatre jowroo 
iF) (L) Ralston-Purina Ford pioters °?,° (F) Kraft Foods Chevraiet 
~, . v 
(F) Pau pm * r _ 2 Oe A Secret Company . 
12/3 OTO arid nolds 
Telephone Time Red Skelton Show Bob Cummings Walter Winchell 
Lawrence Welk’s Remeiber Bette A Tore st Fate Bell Pet a Wis} ruts (C-L) Mennen 
Top Tunes and (F) Alcoa (alt.) Alt. Weeks es Tob. earice 
Goodyear S.C. Johnson cunen alt. (F) 
New Talent Le esebrcugh 
High Adventure 
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“Vou have made a gre at 
Old Faithful— more news, more facts, more 
g of interest to pe ople like me. 
PRINTERS’ INK is easier to read while 
giving is more worthwhile and helpful in- 


OT everuthnnd 


forn ati vie Congratulation Sona great job.” 
— says Ralph Head, 

Vice President & Director-Marketing, 
Batten, Barton, Durstine & Osborn, Inc. 












THE. MAGAZINE OF ADVERTISING. SELLING. MARKETING 


Marketing men everywhere are talking in glowing 
terms about the new Printers’ Ink. They acclaim the 
miracle of its fast-reading format—the extensive 
scope and exciting coverage of the week’s news, 
related to all the tasks of today’s marketing execu- 
tives in American industry and advertising agencies. 

One of the achievements of the new Printers’ Ink 
is the tremendous interest created by its big news 
section. Here is top grade reporting of world events 
and conditions with interpretations and opinions on 
their effects upon advertising, selling and marketing. 


Media news of significance to advertisers and 
their agencies. News of campaigns, merchandising 
programs, account changes, trends and develop- 
ments worth watching. Marketing research news... 
Plus the big section on techniques for planning and 
producing results in sales. 

There’s real import in this intensive readership 
by the largest publication audience of advertising 
decision makers. Another reason why Printers’ Ink 
is the best buy for you who sell to the national 
advertising market. 









































































Wall Street Report 


PIONEER IN TAPE. Reeves Sound- 
craft Corp. is another of the magnetic- 
tape producers on whom this column 
had been reporting prior to the October 
market fluctuations. 

The company was started 10 years 
ago by Hazard Reeves, who concen- 
trated its initial efforts on the de- 
velopment of magnetic recording film 
for use in the mushrooming hi-fi 
field. But in the process of developing 
the sound system, Reeves became in- 
volved in the first really revolutionary 
development since sound in the motion- 
picture industry—the Cinerama pro- 
cess. 

In retrospect, the outlook for a 
Reeves Soundcraft could hardly have 
been rosier during its early days. It 
was one of the pioneers in the mag- 
netic-tape field, and the major stock- 
holder of Cinerama, Inc., the control- 
ling company of the new film system 
that was widely heralded as a really 
tremendous achievement in the field 
of entertainment. Yet the reward has 
been slight. Sales have made some 
gains, though they slipped down in 
1956, and earnings have crept upward 
at a discouragingly slow pace when 
compared with others in the same 
field. The price of Reeves Soundcraft 
common has been a heartache to in- 
vestors when contrasted with those of 
similiar securities, particularly in the 
two-year period from 1955 to 1957. At 
press time, Reeves common was selling 
for $2.37 per share. Its high in the past 
year has been $3.25 per share, and 
its low 6214 cents per share. 


LARGE GAIN IN ’'57. Reeves has 
released no earnings beyond those for 
the first half of 1957, when it reported 
profits of six cents per share on sales 
of $2,440,553. The sales represent a 
substantial gain over the 1956 volume, 
when they totaled $1,667,921 for the 
first half. Earnings in the 1956 half 
eked out to one cent per share. It’s 
possible the 1956 decline in sales and 
profits represented a turning point in 
the company’s affairs. For the results 
of 1957 show a marked improvement, 
and even larger gains are promised. 





The company’s backlog of orders is 
high, and it should benefit substantial- 
ly, along with Ampex, Orradio and 
Audio, for the television-tape market. 

Soundcraft recording tape is being 
used in such computing devices as the 
RCA Bizmac and Remington Rand’s 
Univac. It’s also used on information 
storage equipment such as Burroughs 
Datatron and Datafile and the various 
IBM machines. And when the Yankee 
Sputniks are thrown into outer space 
some of these satellites will be using 
telemetering tapes of the Soundcraft 
type, both in the satellite and on the 
ground, 


REEVES EXPANSION. Reeves 
Soundcraft also has been expanding 
its standard line of magnetic-tape prod- 
ucts in the hi-fi and amateur-recording 
markets, and its Reevesound division 
is profitably producing items for use 
in the 35mm and 16mm motion-pic- 
ture field. In fact, the growth of these 
operations has forced the company to 
open new plant facilities. Last month 
it started construction of a new plant, 
with four times the capacity of its 
present one, outside Danbury, Conn. 

The new plant will permit the com- 
pany to operate on a one-shift basis, 
whereas it is now operating three 
shifts in production of magnetic tape. 
If its present pace of output is main- 
tained during 1958, Reeves Sound- 
craft volume from this division would 
hit the $10-million mark. 

However, no matter how much of a 
stockholder’s enthusiasm for Reeves 
Soundcraft common is based on its 
growth in the field of magnetic tape 
for tv, industrial or consumer use, 
it’s felt that if Cinerama’s problems, 
both financial and production, could 
be straightened out, the resulting in- 
come would dwarf the revenue from 
these other activities. 

Today Reeves Soundcraft is the sec- 
ond largest stockholder in Cinerama, 
Inc., with 431,849 shares. It’s carried 
on the books as an investment of $81,- 
184, although the Cinerama, Inc., 
common is selling for over $1 per 
share. 

(Continued on page 69) 








Chinee 


China now, if old stuff to honorable 
ancestors ? 

MAO: Why we have no dragons in 
China now, if old stuff to honorable 
ancestors? Both banned by wise China 
people, that’s why! 

cHou: You ready for take down ex- 
planation? 

Lo: Ready. 

cHou: Okay, now we can reveal whole 


(Continued from page 45) 


story of ancient Chinese television for 
first time. When Confucius return to 
homeland with new invention in fol- 
lowing year, Year of Horsetail, 499 
"B. C., he make surprising medical 
observation. He observe honorable 
mother-in-law’s eyeballs beginning to 
open up and bug out from much look- 
ing at television, staring at domestic 
screen all the time. Confucius say, 
“Mother-in-law with big eyeballs worse 
than dragon under the bed.” Confucius 
very sorry, but he pass this dangerous 
information along to honorable friend. 
Emperor Flung Hai, at once. Benevo- 
lent Emperor not want whole China 
nation to go bug-eyed. So he order 
mother-in-law executed and all tele- 
vision sets in Celestial Empire con- 
fiscated. From that time all viewing 
strictly forbidden. Ban never lifted in 


China. 


Why Chinese Eyes Slant 


MAO: That answer your question? 

Lo: Yes, but it is amazing answer! My 
paper would like to have some definite 
proof. 

MAO: Best proof is that all descendants 
of Confucius remain beautifully slant- 
eyed to this day! But Westerners all 
go goggle-eyed because evolution take 
place. 

Lo: That’s true, I have noticed it my- 
self many times! 

MAO: You see? China People’s Govern- 
ment always supply plenty proof. 

LO: So that’s why we have no television 
in China today? 

cHou: Of course. We not want future 
generations of Chinamen to be banjo- 
eyed, like all capitalist countries today. 
Do you? 

Lo: No, no, of course not. All people 
should be slant-eyed like they were 
meant to be. 

MAO: That’s right. So put in your paper 
that we discourage television in China 
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at present for best eye interests of 
China people. 

CHOU: Question answered and inter- 
view concluded. Now give me back 
shirt. 

MAO: Good by, Lo. 

Lo: Good by, but shirt not finished. 
Respectfully inquire one more ques- 
tion, yes? 

MAO: Okay, but don’t develop nasty 
habit of asking question with many 
parts, like American quiz program. 
Lo: That just what I want to ask ques- 
tion about, Americans. They have much 
television in America, no? 

MAO: Certainly not! Greedy foreign 
capitalists never permit poor proletar- 
ian masses to have tv. 

cHou: Pardon me, Mao, but foreign 
affairs my department, no? 

MAO: Okay, okay. 


Propaganda Machine 


cHou: Then I answer question accord- 
ing to latest information. American 
capitalists now permit many sets in 
homes for propaganda purposes on 
installment plan. 

MAO: Now you answer me one ques- 
tion, Lo. What your reason for pur- 
suing dangerous line of thought, 
comparing great China Communist 
Republic unfavorably with greedy 
capitalist nation America? 

Lo: I just want to find out if American 
people all bug-eyed from watching 
greedy propaganda programs on tele- 
vision? 

MAO: Yes, they are! 

Lo: -All of them? 

MAO: Yes, all of them! 

cHou: Where have you been all your 
life, Lo? Have not you seen Ameri- 
cans? Don’t you go to the movies? 
Lo: All American films so old every- 
body look like everybody. 

cHou: Don’t you know that millions 
of Yankees are as wall-eyed as Con- 
fucius’ mother-in-law? Everybody look 
like owl convention. 

Lo: All news to me because foreign 
travel not permitted. But this is impor- 
tant information for make China 
people stay happy with slant eyes. Can 
you supply my paper with definite 
proof, for instance? 

MAO: For instance, what kind of proof 
you have in mind? 

LO: For instance, I go to America and 
bring back bug-eyed photographs of 


the natives for my paper. 

cHou: For instance, not necessary to 
go so far. Just look at Formosa. 

Lo: Honorable slant-eye leader see 
Formosa from here? 

MAO: Lo, you plenty stupid. Pretty 
soon you get poured in same jug with 
ancestors. 

Lo: What you mean? 

MAO: I mean liquidated. Entire Nation- 
alist Army on Formosa under Chiang 
Kai-shek composed of American capi- 
talist troops with bug eyes! 

Lo: I know that is true because I put 
it in the paper myself! 

MAO: Additional proof is that Ameri- 
can spy, Madame Chiang, is also pos- 
sessor of Western-style saucer eyes. 
Lo: Why? She watch much television 
on Formosa? 

MAO: On Formosa? You too stupid to 
stay solid, Lo. They couldn’t even 
afford to pay for a timebuyer on that 
crummy island. 

Lo: Then why does Madame Chiang 
Kai-shek suffer from spherical peep- 
ers? 

MAO: Foreign affairs question again! 
Chou En-lai, greatest foreign minister 
in this room, will answer all questions 
about foreign affairs. 

cHou: American spy, Madame Chiang, 
not born with rotund optics. She born 
with natural slant eyes, like sister, 
Madame Sun. But Madame Chiang 
acquire goggled eyeballs of an Ameri- 
can later watching tv during frequent 
trips to America to report on spying 
activities. You see? 

Lo: I see. 


Everybody Satisfied? 
MAO: My shirt finished, stupid? 
Lo: All finished. 
cHou: Then let’s 
finished, too. 
MAO: All clear now, Lo? 
Lo: Yes, all clear. 
cHou: You satisfy now? Able to tell 
truth to free China people? 
Lo: Yes, but I want to ask one more 
question. 
MAO: Okay, what’s the question this 
time? 
Lo: What’s a matter no tv in China” 
P. S. Lo, the poor Chinaman, has not 


been seen recently. His numerous heirs 


go. Chicken all 


fear the worst and are preparing to 
file claims with Peiping for custody of 
his flatiron. 
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Film 


Beechnut Packing Co. (baby food), Y&R; 
American Tobacco Ce. (Hit Parade), BBDO. 
In Production: Procter & Gamble Co. 
(Camay), Burnett; Coca-Cola Co. (Coke), 
McCann-Erickson; Schick, Inc. (shavers), 
B&B; Dow Chemical Co. P.R. (Industrial), 
direct; Campbell Soup Co. (sales promo- 
tion), direct; Cushman Motor Works, Inc. 
(Tractors), Grant; Plymouth Motor Corp. 
Div. Chrysler Corp. (Plymouth 1958 cars), 
Grant; DeSoto Div. Chrysler Corp. (1958 
DeSoto cars), BBDO; E. l. DuPont de Ne- 
mours & Co. (research, paints, p.r.), BBDO; 
Ford Motor Co. (1958 Ford cars), JWT; 
Minnesota Mining & Mfg. Co. (scotch tape), 
BBDO; Pepsi-Cola Co., K&E; General Foods 
Corp. (Post Sugar Crisp), B&B; U. S. Army 
(recruiting), D-F-S; U. S. Navy (recruit- 
ing). direct; Kellogg Co. (Corn Flakes & 
Rice Crispies), Burnett; Philip Morris & 
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Co. (Marlboro), Burnett; Union Oil Co. of 
Calif. (oil & gas), Y&R; San Francisco 
Brewing Corp. (Burgermeister beer) , BBDO; 
Mytinger & Casselberry, Inc. (Nutrilite 
bread), JWT; American Home Co. (Con- 
fidential shooting), Burnett. 


UPA PICTURES, INC. 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co. (Coca-Cola), McCann-Erick- 
son; Colgate-Palmolive Co. (Colgate tooth- 
paste), Bates; National Biscuit Co. (Na- 
bisco), K&E; Quality Bakers of America 
(Sunbeam bread), direct; General Foods 
Corp. (Post Cereal & Sanka coffee—Danny 
Thomas Show opening), B&B; General 
Foods Corp. (Tang), Y&R; Seagram » Dis- 
tillers Corp., Warwick & Legler. 

In Production: Nestle Co., Inc. (Necafe), 
Houston; Coca-Cola Export, direct; S. A. 
Schonbrunn & Co. (Savarin), FC&B; Lig- 





Wall St. 


The Cinerama process was a spec- 
tacular success in its first two prod- 
uctions, both at the box office and with 
the audience. However, it’s now faced 
with problems that require a whole 
new approach. The system had its 
initial presentation as a travelog in 
This Is Cinerama. This was followed 
by Cinerama Holiday. The public taste 
for three-dimensional travelogs now is 
beginning to fade, and the latest pro- 
duction, Search For Paradise, is not 
proving as popular. There’s another 
travelog of the South Seas in produc- 
tion, and Cinerama is working on a 
film about the development of the atom 
bomb, called The Eighth Day. 


CREATIVITY NEEDED. The poten- 
tial of Cinerama will come alive when 
some fresh creative forces go to work. 
And the enticement of those creative 
elements is complicated by the con- 
fused financial control of the system. 

At present Stanley-Warner controls 
the exhibition and distribution of the 
Cinerama films. Stanley-Warner pays 
Cinerama, Inc., an amount equal to 
5 per cent of the net from domestic 
exhibition and 5 per cent of the gross 
from foreign exhibition. 

However, the bookkeeping methods 
have failed to show any substantial 
amount brought down to net, so Ciner- 
ama, Inc., and consequently Reeves 
Soundcraft have had little income to 
nourish their stockholders. All parties 
are now working on a revision of the 
agreements, which expire in 1958, and 
it’s expected the new terms will be 
more favorable to Cinerama. 


The Bergen Wire Rope division has 
not been a profitable operation for 
some time, but the management now 
thinks it has brought costs under con- 
trol, and with the introduction of new 
machinery, it’s hoped that in 1957 the 
division will either break even or show 
a slight profit. 


Stock High-Low Last 
1957 Quote* 
New York Stock Exchange 
ABC 24%- 13% 13% 
ADMIRAL 14%- 6% 81% 
A.T.&T. 179% -160 164 
AVcO 7%- 4% 5% 
cps (A) 3614- 23% 24% 
EMERSON 6%- 3% 4 
GENERAL ELECTRIC 72%%- 5236 60 
HOFFMAN 25%- 17% 19 
MAGNAVOX 4 - 28% 30 
MOTOROLA 51%- 35% 42% 
PHILCO 18%¢- 11 13 
RCA 40 - 27 28% 
RAYTHEON 23%- 16% 21 
STEWART-WARNER 415¢- 29 31% 
STORER 2914- 20% 22% 
SYLVANIA 46%4- 30% 34% 
WESTINGHOUSE 6854- 523% 5836 
ZENITH 126%4- 914 117 


American Stock Exchange 


A.A.P. 11%- 6% 6% 
DUMONT LABS 6%- 3 3% 
GUILD FILMS 454- 2% 2% 
HAZELTINE 44%- 29% 34 
NATIONAL TELEFILM 9%- 55% 6% 
SKIATRON 9 - 3% 6 
Over-the-Counter Stocks 
Bid-Asked*+ 
AMPEX 3714-38% 
CONSOLIDATED TV 1914-1934 
GROSS TELECASTING 21%4-21 
OFFICIAL FILMS 1%%- 156 


*As of the close, Nov. 6, 1957. 
tAs of Nov. 6, 1957 


gett & Myers Tobacco Co. (Chesterfield- 
Frank Sinatra Show opening), McCann- 
Erickson; Sylvania Electric Products, Inc., 
JWT; State Line Potato Chips, Randell; 
Swift & Co., Toronto (bacon), McCann- 
Erickson; Benson & Hedges (Parliament 
cigarettes), B&B; American Sugar Refining 
Co. (Domino sugar), Bates. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: American Tobacco Co. (Lucky 
Strike), BBDO; Standard Brands, Inc. 
(Chase & Sanborn intant coffee), Ayer; 
Chesebrough-Pond’s, Inc. (Vaseline lip ice), 
McCann-Erickson; Columbia Records, Inc. 
(Columbia Phonograph, Listening In Depth), 
McCann-Erickson; Council for Financial Aid 
to Education (The Closing College Door), 
Advertising Council; General Foods Corp. 
(Gaines dog biscuit & dog menu), B&B; 
Hazel Bishop, Inc. (Perfume stick, Ultra 
Matic Lipstick), Raymond Spector; Johnson 
& Johnson (Devoted to Babies), Ayer; Nestle 
Co., Inc. (Ever-Ready cocoa) , McCann-Erick- 
son; Seeck & Kade, Inc. (Pertussin), Mc- 
Cann-Erickson. 

In Production: Armour & Co. (Armour’s 
Star Frozen Stuffed Junior turkeys), Ayer; 
Borden Co. (cheese spread), Y&R; General 
Foods Corp. (Gaines meal, Tug of War), 
B&B; Hudson Pulp & Paper Corp. (toilet 
tissue), NC&K; Royal McBee Corp. (Dealer 
spots—Portables for Christmas), Y&R; Sel 
chow & Righter Co. (Deadpan game), 
NC&K. 





Memo 


Comments have been invited on a pro- 
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posal to provide a third vhf station in 
Providence by changing channel as- 
signments in Providence, New Haven 
and Portland, Me. 

In another proceeding, the commis- 
sion has called for comments on a 
proposal to deintermix Columbus, Ga.., 
into an all-uhf market by requiring the 
vhf station (WRBL-TV) to give up its 
channel 4 assignment. 

Another proceeding invites com- 
ments on a proposal to deintermix Erie, 
Pa., by shifting channel 12 (occupied 
by wicu-Tv) to Cleveland or Clarks- 
burg, W. Va. 

Still another proceeding involves a 
proposal to make Columbia, S. C., all- 
vhf by reshuffling channels in Charles- 
ton, S. C. 

It is quite likely that many more pro- 
ceedings along these lines will be 
instituted. 

















STATION AND MARKET REVENUE POTENTIALS: What is the advertising 
potential of your market? What is future revenue potential of your station? Do you 
use market advertising potentials, by lines of business, for effective sales planning 
and promotion? Dick Doherty’s “experienced tested” techniques can help you. Write 
or phone: Richard P. Doherty, TELEVISION-RADIO MANAGEMENT COR- 
PORATION, 1816 Jefferson Place, N.W., Washington, D. C.; District 7-1957. 
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News (Continued from page 54) 


in the noon to 3 p.m., Monday through 
Friday period according to Nielsen re- 
search just released by TvB. The in- 
crease during that period was 3,555,- 
000 homes, or a 15.6 per cent increase. 
In 1956 there were 22,815,000 homes 
viewing and in 1957 26,370,000 homes. 
The daytime segment showed the 
biggest increase of any of those 
studied. The complete cumulative 
weekly homes reached report follows: 


Time* Homes Reached 
1956 1957 
(Add (Add % 
000) 000) Change 
3-hour periods 
6am-9am, M-F 12,812 12,419 —3.1 
9am-12n, M-F 20,674 21,772 +5.3 
12n-3pm, M-F 22,815 26,370 +415.6 
3pm-6pm, M-F 28,431 31,558 +411.0 
6pm-9pm, S-S 33,661 37,964 +128 
9pm-12m, S-S 33,415 37,571 +124 
6-hour periods 
6am-12n, M-F 22,078 23,305 +5.6 
12n-6pm, M-F 29,414 33,130 +4126 





Yaman Named 


Peter F. Yaman, who joined 
Young Television Corp. station 
representatives in 1956, has been 
named eastern sales manager, ac- 
cording to an announcement by 
Adam Young, president. Mr. 
Yaman, who will be responsible 
for the activi- 
ty of the tv 
sales staff in 
New York, 
will report 
to Stephen 
A Machinski 
Jr., vice pres- 

ident in 

| charge of 

sales. Before 

joining Young, Mr. Yaman was 
with ABC. 

Mr. Young also announced the 
appointment of Augustine L. 
Cavallaro to the tv sales staff. 
Mr. Cavallaro was formerly with 
wkiT Garden City, N. Y. Young 
Tv has added to its station roster 
WNOw-Tv York, Pa.; as well as 
WLOF-TV Orlando and KGHL-TV 
Billings, the latter two not yet 
on the air. 
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Construction starts next spring. 





New Memphis Studios 


WMC and wMcT Memphis, stations of the Commercial Appeal, will 
have new studios costing $750,000 at Union and Rembert streets. 
General manager of the stations, H. W. Slavick, says: “Our present 
studios were designed only for radio. They had to be adapted for 





television. With the growth of both radio and television we have out- 
grown them. This new plant will not only take care of our increased 
present needs, but will also make possible expansion in the future.” 

The 32,000 square-foot building will house two tv studios with 
controls in between and master controls, announcers’ booths and view- 
ing rooms on a mezzanine above them. There will be two radio studios. 








6pm-12m, S-S 33,696 38,042 +129 
12-hour period 
6am-6pm, M-F 30,221 33,759 +411.7 
18-hour period 
6am-12m, S-S 33,836 38,082 +125 
24-hour period 
6am-6am, S-S 33,907 38,082 +123 


Source: A. C. Nielsen, 
week of Mar. 4-10, 1956 
week of Mar. 3-9, 1957 


*Based on local time zones 


In the cumulative average time spent 
per home reached the largest increase 
in the 3-hour period breakdown came 
in the late evening in the 9 p.m. to 12 
midnight segment when the increase 
per week was 49 minutes. Next largest 
was in the same daytime 12 noon to 3 
p-m. portion, mentioned above, when 
the increase for weekdays was 36 
minutes. 

The cumulative average time spent 
per home reached in hours and minutes 
follows: 

Time* 
1956 1957 Change 
3-hour periods 


6am-9am, M-F 1:53 2:25 + :32 
9am-12n, M-F 3:47 4:22 + :35 
12n-3pm, M-F 4:28 5:04 + :36 
3pm-6pm, M-F 4:55 5:24 + :29 
6pm-9pm, S-S 12:32 12:49 + :17 
9pm-12m, S-S 10:35 11:24 + :49 
6-hour periods 
6am-12n, M-F 4:38 5:23 + :45 
12n-6pm, M-F 8:13 9:10 + :57 
23:17 24:04 4+ :47 
12-hour period 
6am-6pm, M-F 11:23 12:42 +41:19 


18-hour period 


6am-12m, S-S 37:40 40:08 -+2:29 
24-hour period 
6am-6am, S-S 38:52 41:34 +2:42 
*Based on local time zones 

The biggest percentage gain in 


homes using television was also in the 
12 noon to 3 p.m. daytime period when 
31.4 per cent more homes were using 
television in the average minute than 
had a year earlier. 

The homes using television per aver- 
age minute information follows: 


1956 1957 
(Add (Add % 

Time* 000) 000) Change 
3-hour periods 

6am-9am, M-F 1,609 2,044 427.0 
9am-12n, M-F 5,215 6,406 +228 
12n-3pm, M-F 6,819 8,960 +31.4 
3pm-6pm, M-F 9,319 11,633 +248 
6pm-9pm, S-S 20,090 23,344 +16.2 
9pm-12m, S-S 16,840 20,357 +209 
6-hour periods 

6am-12n, M-F 3,410 4244 +245 
12n-6pm, M-F 8,056 10,297 +278 
6pm-12m, S-S 18,681 21,851 +4170 
12-hour period 

6am-6pm, M-F 5,725 7,271 +27.0 
18-hour period 

6am-12m, S-S 10,115 12,222 +208 
24-hour period 

6am-6am, S-S 7,844 9471 +20.7 


Source: A. C. Nielsen, 
week of Mar. 4-10, 1956 
week of Mar. 3-9, 1957 


*Based on local time zones 
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in Mr (ooper’s building 


M*“" a New Yorker shook his head, and 
not a few snickered, when they saw the 
“hole” in Peter Cooper’s new building. 


But to the benign gentleman with the ruff 
of graying whiskers it was all so simple: Some 
day someone would perfect the passenger 
elevator. 


The mere fact that there wasn’t one in 
1853 would mean little to a man who, with 
his own hands, had built and driven the first 
American locomotive. Whose money, and 
faith, were to help see the Atlantic Cable 
through all its disasters to final success. And 
who would “scheme out” a Panama Canal 
plan fourteen years before DeLesseps. 


But Peter Cooper’s belief in the future ran 
in a vein far deeper than simply the material. 
For his “building with a hole” was Cooper 
Union, the first. privately-endowed tuition- 
free college in America. A place where youn 
men and women of any race, faith, or politica 
opinion could enjoy the education which he, 


himself, had been denied. Peter Cooper’s 


dearest dream—which has continued to grow 
dynamically for nearly a century and today 
enriches America with thousands of creative 
thinkers, artists, and engineers. 

There is plenty of Peter Cooper's confi- 
dence and foresight alive among Americans 
today. It is behind the wisdom with which 
more than 40,000,000 of us are making one 
of the soundest investments of our lives—in 
United States Savings Bonds. Through our 
banks and the Payroll Savings Plan where 
we work, we own and hold more than 
$41,000,000,000 worth of Series E and H 
Bonds. With our rate of interest—and the 
safety of our principal—guaranteed by the 
greatest nation on earth. You're welcome to 
share in this security. Why not begin today? 
Now Savings Bonds are better than ever! 
Every Series E Bond bought since February 1, 
1957, pays 34% interest when held to matur- 
ity. It earns higher interest in the early years 
than ever before, and matures in only 8 years 
and 11 months. Hold your old E Bonds, too. 
They earn more as they get older. 


PART OF EVERY AMERICAN’S SAVINGS BELONGS IN U.S. SAVINGS BONDS 


The U. S. Government does not pay for this advertisement. 


It is donated by this publication 


in cooperation with the Advertising Council and the Magazine Publishers of America 
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Day (Continued from page 39) 


In the °57-’58 season there will be a 
greater number of sponsored quarter- 
hours than ever. The Kellogg Co. 
started on ABC-TV with three and a 
half hours a week. General Foods has 
sharply increased its daytime use. 
Singer Sewing Machine enters for the 
first time. Peter Paul has scheduled 
alternate-week half-hours. Sweets Co. 
of America has signed for three alter- 
nate-week half-hours. P&G, Colgate- 
Palmolive, Lever, Sterling Drug, Kraft 
and Ponds are either maintaining or 
increasing daytime expenditures. 

The advertiser, too, has found day- 
time a very flexible buy, certainly for 
a network purchase. A sponsor can buy 
full sponsorship on one or a number 
of days a week, or he can buy 
portions of a program or participa- 
tions. He can buy a short-term cam- 
paign, covering a day, a week or 
month. And daytime networking can 
fit a company’s marketing pattern 
more easily. 


Advertisers Like It 


Daytime also has been popular with 
advertisers because of its ability to 
pinpoint an audience. This selectivity 
is not only true in audience composi- 
tion, but also extends to location of 
viewers. An appropriate example is 
provided by a recent rating study of 
Edge of Night, an across-the-board 
soap on CBS-TV. The program’s na- 
tional rating was 9.1. But its rating in 
rural counties was substantially above 
the national figure, while its score in 
metropolitan counties was well under 
the national. In this case, the rating in 
A counties (with city of 500,000 or 
more) was 4.6, which is 49 per cent 
below the national. In B counties (with 
population of 100,000 or more) the 
score was 10.3, or 13 per cent above 
the national, and in C counties (with 
population of 30,000 or more) the 
rating was 15.5, or 70 per cent above. 
In D counties, the program pulled 
10.0, 10 per cent above the national. 

Most media seem preoccupied cur- 
rently with trying to prove how 
strongly they reach the young house- 
wife, America’s busy little shopper. 
Daytime tv is no exception. In fact, 
according to a recent CBS-TV research 
report, young housewives watch day- 
time more than any other age group. 
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Char £ (Continued from 64) 


Gary Moore Shew gy 15 Mon.—sust. 
Tues.—Gerber alt. wks. Gen. Foods; Wed. 
—Dow Chem.; Thurs.—Libby alt. wks. 
Nestle; Fri.—Gen. Mills, alt. wks. Sun- 
shine Biscuit, 10:15-30; ‘Mon.—Campbell ; 
an Ge Citrus, alt. wks. Vick 
— Thu.—Gen. Foods, 
sit yy Fri.—Gerber, alt. wks. 
Sunsbine "Biscuit 10:30-45; Fri—Johnson 
& J alt. wks. 10:45-11; Fri.— 
ever. tT 11:15; Yardley, alt. wks. 
Florida Citrus. 11:15-30: Sen. Mills, alt. 
wks. Vick Chem. 
Beat + Clock. 2-2:15 p.m.: 
sust.; Tue.—Nestle alt. wks, sust.; u Wed. 
—Atiantis Sales, alt. sust.; 
Libbey alt, wks. Nestle; Fri. —Gen. Miils. 
alt. wks. Gerber. 2:15-30: Mon.—sust. ; 
Tu.—Gerber, alt, wks.; Wed.—Kodak, alt. 
wks. M. Davis; Thu.—Sunshine Biscuit. 
alt. wks. Purex; Fri.—Johnson & Johnson, 
alt. wks. Vick Chem. 
Cosmopolitan. 12-12:15 p.m. ; Mon. 
—sust.; Tu.—Toni alt. wks. sust. in Wed. 
; ur.— 


Standaré Brands. Tu. Swift ‘alt wks. Tonl ; 
Wed. Lever; Thu. Kellogg; Fri. Lever. 
2345-3: Mon.—Cam! bell. Tu.— Kellogg: 
Wed.—S Pillsbury; Fri.— 


Swift, alt wks A. EL Staley. 
NBC—The Price Is age 11-11:15 pom. 
Lever Tues.— 


ros. 

alt, Sust. 11: 1S 11:30 Mon——Lanolin Plus 
alt. Mentholatum; Tues.—Chesebrough- 
Ponds; Wed.—SOS alt. Lanolin Plus; 
Thurs.—Minn, Mining, = Miles; Fri. 
Menthelen alt. Dracket 

Trut! or Gonseauenses ‘11 11: 30-11 245 jie. 
_aeee Drug, alt. Lever ; Tues .—Sust. 
Wed.—Sust., alt. Amer. Tisue — 
Lehn & Fink, alt. Lever; Fri Sust.. =. 
Gen. Foods.” 11:45-12:00; 
Tues.— Lever alt. Sust.; Wed—Sust. 
Thur.—Alberto Culver alt, Miles; Fri.— 
Lever alt sust. 

Tic _ Dough. 12:00-15 p.m.: Mon.— 
Church & Dwight, alt. wks., P&G; Tue.— 
Standard Brands: Wed—Amer. Home 
alt. wks. Drackett; Thur.—Kraft; Fri.— 
8.0.S., alt. wks. Star Kist Tuna 12:15- 
30: Mon.—Toni, alt. wks. P&G; Tue. & 
Wed.—P&G. Thu.—P&G, alt. wks. Minn. 
Mining; Fri.—P&G. 

It Could Be You. 12:30- 45 D.m.: 4 


— Pharmaca Inc. alt., sust.; Tue. —Pond 
Fr alt, wks. 
Thur.—Miles, alt.’ wks. Alberto Culver: 


Corn 
Bride and Groom 2:30-2:45 Mon.— 
sust, Tues.—Brillo alt. sust. Wed.— 
sust. Thur.—Minn, & Mfg. alt. 
Lehn & Fink, Fri.—Mentholatum alt. sust. 
2:45-3:00 Mon.—sust. Tues.—sust. Wed.— 
Drackett alt. Lanolin Plus, Thurs.—sust. 
Fri.—Drackett alt. sust. 
Queen For A Day 4-4:15 Mon.—Lano- 


Slenderella; _Thur.—Minn. 
Brown & Mitac Fp Fri.—8.0.58. alt. 
Welch; 4:15—4:30; ion.—Sandura_ alt. 
Toni ; ar 1 Ht "brent. Wed.— 
orn Prod. alt. Amer. ; 
Alberto Culver, alt. Miles Labs: Fri.— 
Amer. Home alt. Corn Prod, 4:30-4:45: 
Mon. -Fri.—P&G. 
_ Modern Romances 4:45-5:00 Mon.— 
Sterling Drug alt. sust. Tues.—Sterling 
Drug alt. Brille Wed.—Corn Prods. alt. 
Sterling Drug  Thur.—Kraft, Fri.— 
Sterling Drug alt. Corn Prod. 

Sat.. Dec. 7— 9-10 p.m.— Bob Hope 


Snow. 

Sun., Dec. 8—2-4 p.m.—NBC Opera 
e's “Dialogues of the Carmelites’’ 
= or. 


Fri., Dec. 13—8-9 p.m.—Jerry Lewis 


Sun.. Dee. 15—5:30-6: 30, p.m.—Tele- 
es = Time—‘“Our Mr. Su 
Dec. 15—6: 30-8 p.m.—Hallmark 
of Fame * ‘Hans Brinker’’—color. 











The CBS-TV study was based on view- 
ing for last April, which is considered 
a typical month. 

Homes with housewives between the 
ages of 16 and 34 had an 84.4-per-cent 
tune-in one or more times between the 
hours of 10 a.m. and 5 p.m., Monday 
through Friday, April 1-5. This age 
group averaged 11 hours of daytime 
viewing a week, according to the 
CBS-TV study. 

Of the homes with housewives be- 


tween the ages of 35-49, 82.7 per cent 
were tuned in one or more times. 
Viewing in the group averaged 9 
hours and 12 minutes a week. In the 
50-and-over category, a 75.7 per cent 
tune-in was scored during the study 
week, with average viewing a week 
totaling 9 hours and 17 minutes. 

The CBS-TV study further points 
out that while homes with housewives 
aged 16-49 make up about half (52 
per cent) of all U. S. households, they 
account for 63 per cent of all daytime 
viewing. 


On the Upswing 


Total daytime viewing, of course, 
has been on the upswing and has in- 
creased 28 per cent in two years, based 
on April viewing. In 1955, the average 
home viewing time per day was one 
hour and eight minutes, as compared 
with one hour and 27 minutes in 1957. 
In the same period of time, the total 
hourly volume per day of viewing has 
jumped 49 per cent, from about 39 
million hours in 1955 to about 58 
million in 1957. 

ABC-TV becomes competitive in the 
daytime between the hours of 3 and 
6 p.m. According to a study by the 
network, 59.2 per cent of all tv homes 
are tuned in during this time. This is 
the peak for daytime. During this 
period the average hours viewed per 
home was one hour and 2] minutes. 
This, too, is the highest for “sun- 
dialing.” 





Hinshaw (Continued from page 43) 


tising,” Mr. Hinshaw says. 

Assignment America has been a 
powerful vehicle for Hinshaw’s. It has 
presented a positive store personality 
through its program of community 
integration. Mr. Hinshaw feels that 
“television without a message is the 
greatest possible waste.” He refers to 
video as an arm of public relations. 
And, he concludes: “An arm without 
a body to support it is useless, if not 
wholly dead. In television, as in any- 
thing else, a man reaps pretty largely 
what he sews.” 

The prestige of tv also has proved 
its commercial value. As one new 
customer remarked to Mr. Hinshaw: 
“We decided to trade here because 
we felt you must be something or 
you wouldn’t have a television show.” 














In the picture 


A veteran of remote television production and direction, A. Burke Crotty has been pro- 
moted to vice president in charge of tv and radio for the New York agency, the Ellington 
Co. For the last 16 years, Mr. Crotty has been a producer and director for NBC-TV, ABC- 
TV and the Ellington Co. In 1939 he directed the telecast at the opening of the World’s 
Fair and in 1940 he directed the first show from an airplane. Two years later he handled 
the first show from a submarine. Other Crotty firsts include the first telecast of a baseball 
game from Ebbets Field (1940), the first remote covering a President, the first telecast of 
an Army-Navy game and the first three premieres of the Metropolitan Opera. For the last 
seven years, Mr. Crotty has been executive producer at Ellington; as v. p., he will handle 
all phases of the company’s tv and radio. 





J. Kenneth White has been appointed a vice president of the Bon Ami Co., New York. 
Formerly a vice president at Lennen & Newell, he will be in charge of all advertising and mar- 
keting as well as selling operations for the company’s entire product line. While he was at 
L&N, Mr. White was account supervisor on the Lehn & Fink account. He was also assistant 
account supervisor on the agency’s Colgate-Palmolive products. Before joining Lennen & 
Newell, he had a solid agency background in four other shops—the former Biow Co., the 
Federal Advertising Agency, McCann-Erickson and Morse International. He is a graduate 
of the New York University Graduate School of Business Administration. He lives in Garden 
City, Long Island, with his wife and three children. Bon Ami currently has spot-tv campaigns 
going for its Jet Spray and Gloss Glass. 





Wilbert G. Stilson (right), an executive vice president of Me- 
Cann-Erickson, has been appointed president of McCann-Erickson 
Corp. (International), and Thomas A. MecAvity, formerly an 
executive vice president of the National Broadcasting Co., joins 
the corporate staff of McCann-Erickson. He will be a vice president 
and general executive, reporting to C. Terence Clyne, vice presi- 
dent in charge of tv-radio. Mr. Stilson, with the company for 13 
years, has held various executive posts, including chairman of the 
finance committee and treasurer. Former international president E. 
R. Beach takes on executive assignments in the home office. 





Appointed to the newly created post of corporation vice president, information services at 
the Columbia Broadcasting System is Everard Kidder Meade Jr. He will handle all public 
relations and publicity at the corporate level. For the last two years, Mr. Meade has been 
associated with Earl Newsom & Co., New York public-relations counsel. Before that, he was 
a vice president of Colonial Williamsburg, the restored section of Williamsburg, Va. He is 
a graduate of the United States Military Academy at West Point. During World War II, he 
served as a combat field officer with the United States Army. Following the war he served 
with the first Hoover Commission and later was on the staff of the Secretary of Defense. In 
1950 Mr. Meade was appointed to the post of special assistant to the Under Secretary of 
State. He served in that capacity for three years. 





Kenneth W. Bilby (left), vice president for public relations, 
National Broadcasting Co., has been elected an executive vice 
president by the NBC board of directors. Harry T. Floyd, a tv 
network salesman since joining NBC in 1947, has been named 
manager, television network sales, western division. Mr. Bilby is 
responsible for the press, national advertising and promotion, ex- 
ploitation, merchandising and continuity-acceptance departments of 
the company. He was named vice president for public relations on 
Sept. 3, 1954. In his new post, Mr. Floyd will be headquartered 
at NBC’s Hollywood offices. 
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host's tribute to esteemed 


guests, Hennessy is always 


the highest compliment. 
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Ladies’ Home Journal has a story 
on Teddy Nadler, the recent tv quiz 
sensation with the phenomemory. We 
read how the man who won $152,000 
in 18 months moaned when he gave 
a cab driver an 85¢ tip and moaned 
again because his new house had too 
much lawn to cut. Then he groaned 
that he paid $15,000 for the house, 
another $9,000 for furniture and ap- 
pliances, $2,000 to pay back medical 
bills. But the biggest groan of all 
came when he related that he paid 
Uncle Sam $82,000 in taxes, reducing 
his tv winnings to $32,000. On top 
of that, the story reveals that tv’s 
famous forget-nothing man has ulcers, 
arthritis and feels miserable all the 
time because 
no future. 


he has no job and 








He could always start a tv show 
called Strike it Poor. 


* * * 


Quick on the draw: A letter from 
a Denver lady to the Christian Science 
Monitor reveals this story. 

Christine, five, and her mother 
were together drawing a picture of 
a house and yard. Mother, a gardening 
enthusiast, said “I think Ill draw a 
blue spruce over here.” 

Christine, a follower of 
television westerns, gave the mother’s 


who is 


remark several minutes of grave con- 
sideration and then answered, “I’m 
going to draw a nice red ambush.” 


* * * 


What's in a name? Has it hit any- 
one, as it did an alert student of war 


THE LIGHTER SIDE in 






Camera 


and marriage in our office, that Bing 
Crosby whose first wife was named 
Lee just took as his second a girl 
named Grant? ... Or, for that matter, 
does it, as it does us, make anyone 
else light up to know that over at 
EWR&R the account executive for 
Tuborg Breweries is named Al Tilt? 


* * * 


There’s a lady viewer in Dayton 
who may not know anything about the 
art but she sure knows what she likes 
on tv. Everything. 

She recently wrote WLW-D and 
volunteered her evaluation of about 
20 of the station’s programs. But one 
entry, 
“caught the program director’s eyes 
which clouded a bit with tears as he 


according to the _ station, 


thought of the countless hours he had 
sat in his office trying to think up 
appropriate attention-getting titles for 
most of his local programs.” 

This entry said: “TBA is sure good.” 


The light side: Out in the home 


of the Braves, Milwaukee, 
furniture store ran a single one-min- 


a local 


ute announcement that nearly caused 
a riot and cost the owner something 


like $64,000. 


The ‘Waldheim Furniture Store 
wanted to find out if anyone was 
viewing its early morning tv spot. 


So one morning it announced that it 
would give a free tv lamp to anyone 
who came into the store that day 
between 9 and 11 a.m. And as store 
manager Stanley Waldheim Jr. said, 
“Brother, did we find out.” 

At 9:30 a. m., a crowd estimated 
at more than 8,000 lined up in and 
outside the store to pick up the lamp 
which retails at $8.95. 

But pretty soon Mr. Waldheim ran 
out of lamps. When he announced that 
fact, a near riot took place. In order 
to keep his store from being torn 
apart, he passed out gift certificates 
for the lamp or any other piece of 
merchandise of equal value. 

It would be understandable if Mr. 
Waldheim came out full blast for toll 
tv lamps. 
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CHANNEL 2 MARKET FACTS 


1. 1,881 new residents move i 
this market weekly 


2. Billion dollar retail market 
3. Retail sales up 12% 1955-56 
4 


. Furniture-household-appliances: 
a. 51% of Florida a 
b. 176% sales gain 1955-56 


5. 17,793 students enrolled in 
Channel 2 area colleges 


6. 180,788 TV homes 
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"FLINT, MICHIGAN: -- 

MEASUREMENTS Prove wxem-tv,  |/Flint, Mich|Grade A 
CHANNEL 5, HAS GRADE "A" SIG- WNEM-TV 42.5 


NAL INTENSITY IN FLINT TEN 
. 
COMPETITOR! MEASUREMENTS Station B 4.5 
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TIMES GREATER THAN NEAREST 

ORDERED BY N.B.C., JUNE17, 1957 LANSING 
MADE BY R.C.A. SERVICE COM- Station C O 
PANY AND COMPLETED AUGUST 20, DETROIT ’ 
1957. DATA RELEASED, OCTOBER 
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25, 























*Everyone knows Channel 5-has long been FIRST in Bay City, Saginaw, Midland and 
the Saginaw Valley ... FIRST in signal strength, in programming, in public ser- 
vice, in news and in viewership. Now - with R.C.A. Field Intensity Measurements 
proving the strength of our grade "A" signal in Flint, as well as its depth inGenesee 
County - Channel 5 is your best buy - by far - for all Eastern Michigan! 
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